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Congratulations on 40 years 
of outstanding service to 
the great South and to the 
radio broadcasting industry. 
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"Charlotte's WSOC-TV... , 
past performance makes it a top media buy" 
-Anne Benton, Tucker Wayne 






ri 




"WSOC-TV had been 
telecasting four months when 
we scheduled the station 
for a 30-minute show on a 
52-week basis. Since that 
time WSOC-TV has produced 
excellent sales results for 
many of our clients, such 
as Merita, Southern Bell, 
Sealtest, and Creomulsion." 

ANNE A. BENTON 
V. P. In chara* of Madia, 
Tuckar Wayn* Ji Co.. Atlanta 



k- ■ ^1 

Tucker Wayne timebiiyers in plans session: Ruth Trager, Norma Hanson, Ann Hutclieson, Anne Benton. 



Remaining in the good graces of lady timebuyers is not at all difficult 
—if you do exactly what they want you to do. Namely, produce good 
results for their agency's clients! This keeps everyone happy. So 
whenever you have a piece of business for the Carolinas remember 
WSOC-TV. Let us or H-R tell you about our service to advertisers here 
in America's 19th largest TV market. We'll make you happy, too. 



WSi C-TV 

CHARLOTTE 9-NBC and ABC. Represented by H-R 



WSOC and WSOC-TV are associated with WSB and WSB-TV, Atlanta, WHIO and WHIO-TV, Dayton 




...to cover Michigan I 
Just as important as that other wheel is 
Michigan's 2nd TV market. ..that rich 
industrial outstate area made up of 
LANSING-FLINT- JACKSON and 20 
populous cities ...3,000,000 potential 
customers... 821,000 TV homes (ARB 
November '61) ...served exclusively by 
WJIM-TV for over 10 years. 




WJIM- 



BASIC 




Strategically located to exclusively serve LANSING . . . FLINT. . . JACKSON 
Covering the nation's 37th market. Represented by Blair TV. WJIM Radio by MASLA 
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STATION COMMENT 

CIMARRON CITY ups time period rating 80%. 
Large adult audience composition, easy to sell. 
Replaces Sat. night features. 
Stripped Mon. Fri., hOOPM. 



Replaces lh30 features. 
Scheduled 6:30 Sat. 

Three shows back-to-back Saturday afternoons. 

RIVERBOAT ARB rating up 200%, share up 171 „, homes up 150%, 

Sponsored by national advertisers at 7:30 PM. 

Stripped 7 days a week at 5:30. 



CIMARRON CITY 150% over lead-in. 
CIMARRON CITY in Top Ten. first in time period. 

OVERLAND TRAIL Sundays at 10:30. replacing movie. 50% higher rating than compe 
RIVERBOAT rating up 62% in time period. Well sold at 10.30 PM. 



Rating up 120% replacing late features. 

Follows net feature Saturday nights. 

CIMARRON CITY, viewing up 35%. Saturday 1O30PM. 

CIMARRON CITY Number One syndicated. Number Three of all shows, Mondays, 7:00 



22 rating Thursdays at 8:30 PM. 

Fully sponsored at 10:00 PM. 61 % share. 
Fine ratings Saturday, 10:00 PM. 



Follov;s news at 11:15 PM. 

Sold out at 10.30. following ne>vs. 

CIMARRON CITY, programmed Sundays, 1:30 PM. SUSPICIOr,. Saturdays 10 40 PM 

Programmed Sundays. 11:15 PM. 

Prime Time, Tuesdays. 8.00 PM. 

Sold out at 1015 PM replacing features. 

SUSPICION. Fridays. 10:30 PM. 

CIMARRON CITY, 7:30 PM: SUSPICION. 8 30 PM. back-to-back. Thursdays 



10:30 PM. replacing features. 

Station extremely happy with rating and commercial results. 



CIMARRON CITY programmed Sundays. 

SUSPICION, Saturdays, 11:15 PM. 

Mondays thru Thursdays, 6:00, Rep. reports great sales. 

SUSPICION, rating up 80%. 
Programmed at 5:30 PM. 

CIMARRON CITY, Number One in time period. 



CIMARRON CITY, leader in Mondays. 7.00 time period. 
RIVERBOAT, Number Two among all syndicated shows 
Replaces features at 10:30 PM. 
HOUR SHOWS up 63% to 250% in prime time. 



RIVERBOAT, programmed Wednesdays, 6:30. 



FULL HOURS 



AVAILABLE INDIVIDUALLY 



Story of a Roaiing Town-rAnd the Man Who Tiamedit! 

CIMARRON CITY 

Starring GEORGE MONTGOMERY. 



26 FULL HOURS 



They Cleared A Stage Route Through 2,000 Miles of Danger! 

OVERLAND TRAIL 

Starring WILLIAM BENDIX 
17 FULL HOURS 



Exploring America's Heartland In The Adventurous 1840' s 



RIVERBOAT 

Starring DARREN McGAVIN 

44 FULL HOURS 



mcsi 

TV FILM SYNDICATION 



598 Madison Ave, New York 22, N. Y. 

PLaza 9-7500 and principal cities everywhere 




no 

campaign 

is a 
national 
campaign 

without 
kelOland 

the 
52nd 
market 

AMONG ALL STATIONS 
IN ALL MARKETS 




ARB. Special Study, 
March '61. Homes 
reached per quarter- 
hour, 6 p.ir;. to mid- 
night, Sun. thru Sat. 



CBS • ABC 



KELO-tv SIOUX FALLS; and. interconnected 

KDLO-tv Aberdeen. Huron, Watertown 
KPLO-tv Pierre, Valentine, Chamberlain 



|0E FLOYD, Pres. 
Evans Nord, Executive Vice Pres. & Cen Mgr. 
Larry Bcntson, Vice-Prcs. 

Represented nationally by H-R 
In Minneapolis by Wayne Evans & Associates 



MIDCO 



Midcoiilincnt Broadcasting Group 
KELO-LAND'tv and radio Sioux Falls, S. D,; 
WLOL/am, fm Minncapolis-St. Paul; WKOW/am 
and tv Madison, Wis.; KSO Dcs Moines 
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ARTICLES 

The magazine concept: who's for it today? 

27 Irulii^try leaders -important spokesmen for the networks, ageneies, the 
major advertisers speak out on one of tv most eontrovcrsial siil)jects 

100 media experts at B&B 

31 With 77% of its billing allocated to l)ioddca»t, B&l! has higher ratio of 
people to accounts than any otiier leading agency — seventh in series 

Radio opens 3,600 outlets 

35 Kadio displays its potency hy opening np 3,600 new dealer outlets for 
new vitamin-making firm in I^hiladelphia in less than six months' time 

They're the top buyers (in the South) 

37 What the reps and others think of the timel)uyers working out of the 
agencies in southern climes, compiled from replies to sI'onsor survey 

Why Santa Fe RR likes tv 

40 .Among U.S. railroads, Santa Fe s year-round campaign in major markets 
is unique; SI million tv I)udget l)oosts passenger and freight husiness 

Early, late night rise in 11.8% spot tv climb 

41 Fourth ([uarter spot tv hillings from Tvli give early evening an added 
3. .5% share: cosmetics and toiletries category moves up to secon<l 

NEWS! Sponsor- Week 9, Sponsor-Scope 19, Washington Week 55, 
Spot-Scope 56, Sponsor Hears 58, Sponsor-Week Wrap.Up 62, Tv and Radio 
Newsmakers 68 

DEPARTMENTS: 555/5th 14, Sponsor Backstage 16, Timc- 
huyer's Comer 44, Seller's Viewpoint 69, Sponsor ."speaks 70, Ten-Second 
Spots 70 



Officers: Norman R. Glenn, editor and puhlisher; Bernard I'lati, execii 
tive vice president; Elaine Couper Glenn, secretarvtreasurer. 

Editorial: executive editor, John E. McMillin; news editor. Sen Bodec; 
senior editor, Jo Hanson: Chicago nianagcr. Given Smart; assistant news 
editor, lleyivard Ehrlich ; associate editors, Mary Lou I'onscll, Jack Lindrup, 
Ruth S. Frank, Jane Pollak; contrihuting editor. Jack Ansell; columnist, Joe 
Csida; art editor, Maury Kurtz: production editor, Barbara Loir: editorial re- 
search, Carole Ferster; reader service. David Wisely. 

Advertising: assistant sales manager, WHIard L. Dougherty; southern 
manager, Herbert M. Martin, Jr.; midwest manager, Larry G. Spangler; western 
manager, George G. Dietrich, Jr.; production manager, Leonice K. Mertz. 

Circulation: circulation manager. Jack Rayman; John J. Kelly, Lydia 
Martinez, Jenny Marwil. 

Administrative: business manager, Cecil Barrie; George Becker, Mi- 
chael C.rocco, Geraldine Daych, Jo Ganci, Syd Gutlman. Lenorc Roland, Manu- 
ela Sanlalla, Irene Salzbach. 



Member of Business Publications 
Audit of Circulations Inc. 



© 1962 SPONSOR Publications Inc. 



SPONSOR PUBLICATIONS INC. combined with TV. Executive. Editorial, Circulation, and 
Advertising Offices: 555 5th Av. New York 17, MUrray Hill 7-8080. Chicago Offices: 612 
N. Michigan Av. (11), 664-1166. Birmingham Office: 3617 8th Ave. So., FAirfax 
2-6528. Los Angeles Office: 6087 Sunset Blvd. (28), Hollywood 4-8089. Printing Office: 
3110 Elm Av., Baltimore 11, Md. Subscriptions: U. S. $8 a year, Canada $9 a year. Other 
countries $11 a year. Single copies W(. Printed U.S.A. Published weekly. 2nd class 
postage paid at Baltimore, Md. 
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WHY DID WBKB BUY 
SEVEN ARTS VOL.3? 



Says Red Quinlan: 

Executive Vice President and General Manager 
WBKB, Chicago, Illinois 



S. C. (Red) Quinlan 



'We don't flip easily, but we flipped over this package. One good look at the titles, 
the stars, the story lines, and 



I knew we were going 

to MAKE MONEY 



"We have so much confidence in the audience pulling power of these Warner features 
that we have initiated a 'Time Buyers' Talent Test', a contest* with tropical island 
vacations for the time buyers who estimate closest to the ratings and share 
of audience pulled by the Seven Arts films." 

• For contest details (Entry Dead ine March 24th) call your ABC National Station Sales Inc. salesman or WBKB's Director of Sales, Bob Adams 



SEVEN ARTS'TILMS OF THE 50's". . .MONEY MAKERS OF THE 60's 



You are cordially invited 
to join Seven Arts 
at the NAB Convention. 
April 1st through 4th. 
Suite 800 

at the Conrad Hilton Hotel 




SEVEN ARTS 
ASSOCIATED 
CORP. 



A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS, LTD. 

NEW YORK: 270 Park Avenue YUkon 6 1717 

CHICAGO: 8922-D N. La Crosse, Skokie, III. ORchard 4-5105 
DALLAS: 5641 Charlestown Drive ADams 9 2855 

L. A.: 232 So. Reeves Drive GRanite 6 1 564-STate 8 8276 

For list of TV stations programmirg Warner Bros. "Films of 
the 50's" see Third Cover SRDS (Spot TV Rates and Data) 




Yes sir. Natural born come- 
dian, lhal Fred Flintstone. Real 
rib-tickler. 

Though some folks might 
take him seriously. 

Like sponsors. Past, present 
and future. Such people should 
ponder the following: 

Since March, 1961, for 39 out 
of Jf7 iceeks, The Flintstones has been 



first in its time period. Including an 
unbroken string of firsts the last 5 
iceeks * 

On the current report,^ The 
Flintstones is first among all pro- 
gi'ams in homes where the house- 
hold head is under 40. (Younger 
families. Big spenders.) 

Funny business? 
Good business. 




COMING BACK FOR ITS 3RD SUCCESSFUL SEASON: 
THE FLINTSTONES -ON ABC-TV. 



Stjrce; Nat'onal Nielsen TV Index Average Audience: 'Mar. 1, 1961 thru Feb. II, 1962 Reports. 
t4 weets ending Feb. ^ 1962. all evening programs, Monday through Sunday, 7:30 — 1 I PM. 



Latest tv and 
radio developments of 
the week, briefed 
for busy readers 



19 March 1962 
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BAR, NAB CODE SPLIT 

BAR assails NAB code authority for lack of monitor 
support; Swezey calls the attack publicity-seeking 



The question of how and where 
NAB gets its commercial monitoring 
reports exploded into a name-call- 
ing session last week as BAR, termi- 
nating a six-year connection with 
NAB, issued an open letter filled 
with invective against the associa- 
tion. 

Broadcast Advertiser Reports 
(BAR), which since 1956 has pro- 
vided the NAB's code authority with 
reports on commercials carried on 
some 240 tv stations, will cease pro- 
viding the service at the end of this 
month. 

Phil Edwards, chairman of BAR, 
in an open letter to Robert D. 
Swezey, NAB code director in Wash- 
ington, gave some reasons for sev- 
ering the BAR-NAB tie and then 
lashed out at the NAB itself. 

BAR was dissatisfied at NAB's 
$12,500 annual subscription contri- 
bution to the BAR service, which 
costs about $750,000 a year to main- 
tain, and NAB's reported lack of in- 
terest in extending monitoring to 
more stations. 

Robert D. Swezey, director of the 
NAB code authority, confirmed that 
NAB was spending $12,500 a year for 
basic tv monitoring plus about $2,500 
for special BAR reports. In addition, 
it had two of its own monitors-at- 
large with mobile equipment. 

Swezey said that for radio NAB 
was paying BAR $7,000 a year for 
monitoring which by July would have 
reached 250 stations in 50 markets. 



Swezey attributed the break to 
unrealistic price demands by BAR 
coverage, 25% more for the same 
radio coverage, and a sliding scale 
that would have brought tv coverage 
to $182,600 in three years. He said 
BAR wanted $21,000 more to cover 
14 three station markets in 1962, 
plus $49,000 more to cover 42-station 
markets in 1963, plus $99,000 more 
to cover 111 one-stations in 1964. 

NAB is hoping to increase its ra- 
dio monitoring to 500 stations in 
over 100 markets but was not de- 
pending on BAR for this. 

Edwards' strongly worded letter 
called the Code authority "a crea- 
ture of the broadcast industry" and 
incapable of self-regulation, one that 
never made violations of its own 
code known. He said that pressure 
for enforcement came from adver- 
tising agencies, but rarely from the 
NAB. 

"BAR can no longer provide its 
service under these conditions; we 
will not continue to be privy to a 
farce," Edwards stated. 

BAR called it a "comedy" that 
following an agency complaint on 
commercial practices by KCMO-TV, 
Kansas City, the station cancelled 
its BAR subscription. The Meredith 
station is managed by Joe Harten- 
bower, tv code board chairman, Ed- 
wards pointed out. 

Edwards further argued that only 
individual businessmen can regu- 
(Continued on page 12, col. 1) 



L&M TO PUT $2 MIL. 
IN 'TONIGHT' MINUTES 

L&.M (JWT) will launrh a 
S2 mill ion cainjjaign on the 
Tonight show starting in Ajiril 
ant! running for 52 weeks. 

Kent, present!) in the time 
])erioc], will mo\e with Jaek 
Faar to his new weekly Friday 
night time period. 

Tlie L&M partici])ati()ns start 
2 April three times a week, and 
will be ex])auded to fi\e a week 
on o October when Johnny 
Carson joins the show. 

The $2 million ])artici])ati<)ns 
buy is the first major one in 
Tonight in its new format. L&M 
reportedly went in within 24 
hours after it learned Kent was 
to leave the time period. 



Tv nets' time up 9.7% 
to $749 mil. in 1961 

Network tv gross time billings rose 
9.7% in 1961 with a total of $748.9 
million, compared to $682.4 million 
in 1960, reports TvB. 

ABC TV's network billings in 1961 
were $190.6 million, up 20.2%: CBS 
TV's billings were up only 2.4% to 
$280.6 million, but it was still slight- 
ly ahead of NBC, which rose 11.2% 
to $277.7 million. 

The 1961 rise of 9.7% showed no 
slackening off from the three previ- 
ous years. In 1960 the growth rate 
was 8.8%, in 1959 10.7%, and in 
1958 9.8%, each compared to the 
previous year. 

(For a month-by-month tally of the 
three networks, see p. 12.) 



SPONSOR • 19 MARCH 1962 



9 



SPONSOR- WEEK 19 March 1962 



NBC TV DOES $8 MIL. 
ON 2nd Q. NIGHTTIME 

NBC TV booked 234 nighttime min- 
utes for the second quarter of 1962 
in the sales week ending 9 March. 
The total value of this business is 
estimated to be $7-8 million. 

Singer (Y&R) bought 38 minutes in 
six shows, U. S. Rubber (FRC&H) 
eight minutes in four shows, P&G 
(B&B) 32 minutes in six shows, Lehn 
& Fink (GMM&B) 13 minutes in 
seven shows, Quaker Oats (JWT), 
25 minutes in five shows, Mennen 
10 minutes in five shows, American 
Motors (GMM&B) 12 minutes in two 
shows, and Block Drug (SSC&B) 68 
minutes in 10 shows. 

In addition, Chevrolet renewed 
Bonanza and A.C. Spark Plug signed 
again in Laramie. Beech-Nut and 
Purex will share the 22 March Bob 
Hope special. 



Salada defies NAB code 
on dVz min. radio spots 

Salada (C&W) is going ahead with 
placement of 51/2 minute radio spots, 
first described as programs, in 27 
large markets. 

The segments, now described as 
commercials, are being accepted by 
stations under a revised rate scheme. 
Most of the stations are NAB sub- 
scribers although commercials of 
this size probably create a program- 
commercial balance violation. 



Corinthian's Petersmeyer 
opens IBA meetings 

Indianapolis: 

C. Wrede Petersmeyer, president 
of Corinthian Broadcasting, de- 
fended broadcasting from criticism 
in the keynote speech of the Indiana 
Broadcasters Association last week. 

He defended broadcasting as a 
competitive business that strives for 
profit "not to enrich the new, but 
rather responsively to serve the 
many." 



FTC looking at 
ratings 'victories' 

Washington; 
The FTC is the lalesl of ihe 
governinenl agencies lo lake a 
ck)se look al ratings, and lhe\ 're 
especially inleiesled in misuse 
by stations, not the rating serv- 
ices. 

Tlie FTC is uiiderslood lo he 
looking for ])ossihle fraud in 
station promotional claims. ITie 
investigation could throw sta- 
tion ratings ''victories" promo- 
tions into the limelight. 

Top rating men have already 
been interviewed in the investi- 
gation, which is understood to 
have been backed by the House 
and Senate Commerce Com- 
mittee. 

Few allegations of fraud are 
now under consideration, but 
trade obser\'ers believe that the 
FTC investigation might result 
in a directive that the services 
make even more explicit than 
at present the limits of and the 
margin for error in ratings. 

One instance where a rating 
coni])any might he cited is ru- 
mored to be a small midwestern 
service whose special jobs for 
stations the FTC is examining. 



BBDO SYNDICATION STUDY 
TO UPDATE SITUATION 

BBDO is understood to be taking a 
fresh look at syndication possibil- 
ities. It is reportedly preparing an 
up-dated survey of the syndication 
situation, including both programs 
and time. 

Although the time period situa- 
tion is not believed to have changed 
much in the last year or so, the sup- 
ply of programs has changed. 

There are many more recent mo- 
tion pictures being shown by sta- 
tions and fewer new action-adven- 
ture shows. It's understood the 
agency study will be concerned with 
the quality of programs and time 
available and not only the quantities. 



NATIONAL SPOT RADIO 
$193 MIL IN 1961 

National spot radio gross time 
sales for 1961 were $192,752,000, ac- 
cording to Price Waterhouse esti- 
mates prepared for SRA. This is 
4.6% less than the official FCC fig- 
ures of $202.1 million for 1960. 

Declines were visible in each of 
the four quarters. In 1961 the first 
quarter was down 4.0% to $43.4 mil- 
lion, the second quarter was down 
3.0% to $51.3 million, the third quar- 
ter was down 5.2% to $52.2 million, 
and the fourth quarter was down 
15.6% to $45.8 million, according to 
Price Waterhouse estimates com- 
pared to FCC figures for 1960. 



4-man shuffle creates 
major CBS News shakeup 

The departures of Edward R. Mur- 
row, Howard K. Smith, and Ron 
Cochran from CBS TV over the past 
year or so, are now followed by a 
four-man shuffle revealed last week. 

Walter Cronkite, Douglas Edwards, 
Charles Collingwood, and Bill Downs 
are affected, but three are staying 
with CBS. 

Cronkite is taking over Edwards' 
7:15 p.m. strip and Collingwood sup- 
plants Cronkite as Eyewitness nar- 
rator. Edwards replaces Collingwood 
on the 3:55 p.m. strip, and retains 
the local New York 11 p.m. news. 
It's understood Cronkite is also leav- 
ing Sunday News Special but will 
continue in Twentieth Century. 

State Department correspondent 
Bill Downs is leaving the network, 
after 19 years. 

Until now newsmen leaving CBS 
have ended up in Washington, like 
Murrow, USIA director, or at ABC, 
like Smith and Cochran. 

It's understood CBS is now very 
cautious about letting newsmen out 
of contracts lest they migrate to 
ABC. 



10 



SI'ONSOR • 19 M.VRCll 1962 



IN 6 OF AMERICA'S TOP 10 MARKETS 



No matter how you present your commercial, it sells hard 
on the stations of the country's largest, most powerful inde- 
pendent chain. It doesn't waste its impact on non- 
buyers. It doesn't fight listener apathy. Your com- 
mercial goes straight to the adults who make 
most of the buying decisions. 
RKO General hits hard in 6 of America's top 
10 markets-plus one of the South's richest 
areas. Your messages are concentrated in 

the buying belt in areas populated by 67 

million consumers. '^i 



start really selling in these target markets now. Call your 
local RKO General station or RKO General National Sales Divi- 
sion man. Discover the new dimensions in sales that 
make RKO General Stations basic to any national 
advertising buy. 



NATIONAL SALES DIVISION OFFICES 
New York: Time & Life BIdg., LOngacre 4-8000 

Chicago: The Tribune Tower 644-2470 

Hollywood; 5515 Melrose, Hollywood 2-2133 
San Francisco: 415 Bush Street, YUkon 2-9200 



A GENERAL TIRE ENTERPRISE 



NEW YORK WOR AM/FM/TV 

DETROIT cKLw-AM/Fvwrv BOSTON 
SAN FRANCISCO kfrc am fm 



LOS ANGELES khj am fm/tv 

'?A*nS^TWORK MEMPHIS WHBQ.AM/TV 

WASHINGTON, D. C. wgms am/fm 
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* 1961 MONTH-BY-MONTH TV NETWORK GROSS 
I BILLINGS ARE REPORTED BY TvB/LNA-BAR 







ABC TV 


CBS TV 


NBC TV 


Total 




January 


$ 15,898,310 


$ 22,894,855 


$ 23,031,118 


$ 61,824,283 




February 


14,939,180 


20,928,850 


21,203,055 


57,071,085 




March 


16,577,140 


23,085,353 


23,952,458 


63,614,951 




April 


15,791,220 


21,989,913 


22,003,383 


59,784,516 




May 


16,197,190 


22,253,355 


23,229,565 


61,680,110 




June 


15,233,000 


21,787,201 


22,845,630 


59,865,831 




July 


14,296,970 


21,988,688 


21,860,668 


58,146,326 




August 


14,484,650 


21,446,651 


22,472,613 


58,403,914 




September* 


15,258,660 


22,524,732 


20,600,315 


58,383,707 




October* 


17,646,030 


27,477,605 


25,426,861 


70,550,496 




November* 


17,719,890 


26,408,191 


25,827,079 


69,955,160 




December 


16,572,900 


27,813,690 


25,206,519 


69,593,109 




TOTAL (19G1) 


$190,615,140 


$280,599,084 


$277,659,264 


$748,873,488 




Total (1960) 


158,591,010 


274,139,763 


249,640,296 


682,371,069 




Change 


up 20.2% 


up 2.4% 


up 11.2% 


up 9.7% 



*September, October and November 1961 figures revised as of March 5 - 



Blllllllllllllllllllllllllllllllllltlllllllllll II " :i'''" lllll!!iril"l'(,ii I L !■ ■ ! ■ liig 



BAR, NAB code split 

(Continued from page 9, col. 2) 
late themselves. "Self-regulation, 
when administered by an industry 
association for competing business- 
men is, top to bottom, nothing more 
than a canard." Edwards added, 
"Self-regulation on an industry-wide 
basis is not only deceptive, it is 
impossible." 

NAB's Swezey, who said on the 
following day that he had heard 
about but had not yet received the 
BAR letter of 13 March, said he was 
surprised at reports of the content 
of the letter and called Edwards "a 
young man looking for publicity." 

Swezey said that Edwards was try- 
ing to sell a large monitoring pack- 
age to NAB which was far beyond 
what it could afford. He said that 
BAR covered 77 markets and sold 
NAB monitoring that was also sold 
to other subscribers. To enter new 
markets BAR was asking as much 
as $10,000 a market, he stated. 

NAB will continue to monitor sta- 
tions on its own and is also looking 
into possible use of other monitor- 
ing services. Swezey said he would 
select the best monitoring that he 
could get under the NAB's budget. 

FCC 3-YEAR RULE 
ON LICENSE SALE 

The FCC has adopted a new rule, 
effective 23 March, which will re- 
quire special hearings on station li- 
censes transferred within three years 
of acquisition. 

The rule is to prevent the much- 
criticized quick turnover of some 
licenses for profit as in the past. 

Five commissioners approved the 
new rule and Commissioners Rosel 
H. Hyde and T. A. M. Craven dis- 
sented. 

PHARMACRAFT IN $2 MIL. 
SPRING-SUMMER TV PUSH 

Pharmacraft (Papert, Koenig, and 
Louis) is shifting money from print 
and spot for its biggest network tv 
buy to date: a $2 million spring and 
summer campaign on ABC TV. 



The three brands are; Allerst, new- 
ly national; Fresh, shifting from mag- 
azines and tv spot, and King, trans- 
fering expenditures from magazines 
and newspapers. 

FCC hearings start 
today in Chicago 

Chicago: 

The tv industry will be closely 
watching the FCC hearings under 
Commissioner Robert E. Lee which 
begin here today. A contest is ex- 
pected between AFTRA and NBC's 
WNBQ over the matters of live local 
programing and the station's appli- 
cation for license renewal. 

AFTRA has asked that the four 
commercial tv stations and the one 
educational station submit state- 
ments on their program logs, profit 
and loss, performers hired, and live 
local programing activity and facil- 
ities. AFTRA has even assured the 
stations that it would not use such 
information in future negotiations. 

In four days of hearings some 100 
or more community, cultural, and re- 
ligious leaders are expected to 
testify. 



ABC TV daytime up 35% 

ABC TV claims that it is enjoying 
a 35% larger daytime audience be- 
tween 11:30 a.m. and 4 p.m. than a 
year ago in NTI February 11, 1962. 

Last year it had 1.7 million homes 
and 15.7 share in the hours above, 
Monday through Friday, and this 
year it has 2.3 million homes in the 
comparable Nielsen report. 

ABC TV is further claiming that 
its daytime as defined above now 
delivers 10% more homes and 44% 
more adult women (18 or over) than 
the CBS TV morning block, 10 a.m. 
to 4 p.m. In addition, ABC TV ex- 
pects yet another boost from Ten- 
(Continued on page 62, col. 1) 



NAB agenda for 1-4 April 

The NAB convention in Chicago 
1-4 April will begin with fm day. 

Gov. LeRoy Collins will make a 
special award to Edward R. Murrow 
on Monday, and FCC Chairman New- 
ton Minow will deliver an address on 
Tuesday. 

There will be a labor clinic and an 
FCC panel on Wednesday. 
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YOU CAN QUOTE ME... 



WLW stations for Squibb Vigran Vitamins 
provide the perfect package, strong cover- 
age and important cooperation at the local 
level that gives added impact before and 
after the selling messages are presented 
to consumers." 



I'LL SAY THIS...^ 



"In buying Broadcast today the 3 iieces 
sary ingredients are: coverage, having an 
important selling background in terms of 
the programming and extra mileage for 
merchandising at the point of sale. In all 
3 areas WLW stations fit the bill." 



Peter Dalton 
Associate Med.a Director 
Donahue & Coe, inc 
New York 




Call 



your WLW Stations' representative . . . you'll be glad you did! 








Crosley Broadcasting Corporation 
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Listeners tisten to 'talk' 

Strangely — since it is a foremost ex- 
ponent of talk programing — KCHS is 
not mentioned in your article, ''Will 
"talk" radio spread?" (26 February). 

Since the first of the year, adult 
talk programing has been stepped up 
to 12-and-a-half hours per day, on 
weekdays. Our unique afternoon pro- 
gram, Speclriim 74. Aired from 1 
to 5 p.m., it features in-dcpth inter- 
views with doctors, lawyers, clergy- 
men, and national and local news- 
makers. . . . 

Other segments of the program of- 
fer a complete calendar of local 
e\ciits, shopping information, dra- 
matic readings, women in the news, 
a cooking feature, travel tips, flying, 
boating and skiing information, a 



look at the local and international 
press and national magazines, fea- 
tures on etiquette, hobbies, Broadway 
shows, the stock market — and more. 
Jules Duiides 
v.p., general manager 
KCIiS 

San Francisco 
Two sides of heresy 

Thank you for your Commercial 
Commentary on "Heresy." ["Heresy 
in Washington," 26 February.] 

Les Bicdernian 

president 

Midwestern Broadcasting Co. 
Traverse City, Mich, 

I just had an opportunity to read the 
26 February sponsor and enjoyed 



)our Commercial Commentary. Tliat 
is good writing! 

W. T. Clawson 

director 

advertising and promotion 
Harris Intcrtype Corp. 
Cleveland 

Just read vour "Heresy in Washing- 
ton" . . . and IT IS GREAT! 

We think yours is the finest com- 
ment to date about the sorriest mess 
we've had iir )'ears. 

Once more. CONGRATULA- 
TIONS! We're behind you ONE 
HUNDRED PERCENT! 

Si Willing 
general manager 
KMAR 

Winnshoro, La. 

Tlie column "Heresy in Washington" 
[Commercial Commentary] in your 
26 February issue contains so many 
random and "shotgun-blast" state- 
ments that a complete statement of 
reaction and rebuttal would occupy 
an entire issue of ) our magazine. 1 
am greatly disturbed that John Mc- 
Millin believes that the "role of the 
FCC and FTC ... is to protect a 
vague something called the 'public' 
from the wickedness of commercial 
business. This is a nronstrous idea." 

Does this represent lire industry 
view? Pray tell, what is the role of 
a federal agency? Is the re\erse true 
(as the column indicates) , that the 
protection exists for the industry 
from the evils of die public and the 
government? Following this line of 
specious reasoning, our school-age 
children should be protected from the 
necessity of attending classes, since 
school attendance is determined by 
adults and children are a "minority ' 
group. 

Furthermore, suppose that we were 
successful in creating an increase in 
literacy in Choctaw, Okla. of 0.69^ ? 
Would that advance culture in the 
Sooner State? According to Mr. Mc- 
Milli„_"What rubbish!" 

I propose that such ill-based and 
wholly illogical attacks be more care- 
fully considered before dignifying 
them in an emotional appeal to un- 
reason printed in your normally solid 
magazine. Where are the industry 
spokesmen who have other \'alues 
than those of self-aggrandizement? 

James B. Tintera 
associate professor 
Michigan Slate 
East Lansing, Mich. 




BIGGER than 

SACRAMENTO - STOCKTON 

One Buy Delivers 

IDAHO - MONTANA 

plus 1 1 counties in Wyoming 
at lower cost per thousand 

SKYLINE TV NETWORK delivers 10,100 more 
TV homes thon the highest roted stotion in 
Socramento-Stockton ot neorly 1 8% less cost per 
1,000. SKYLINE delivers 92,300* nighttime 
homes every quorter-hour Sundoy through Sotur- 
doy. Non-competitive coverage. One contract — 
one billing — ane clearonce. Over 254,480 un- 
duplicated sets in 5 key morkets. Interconnected 
with CBS-TV ond ABC-TV. 



IDAHO - KIO TV Idoho Folli MONTANA - KXIF TV Bulle 



KLIX TV Twin Folli 



KFBB TV Greol Foils 
KaaK TV Billings 



TV NETWORK 

P O. Box 2 191 Idoho Foils, Idoho 





Coll Mel Wright, phone JAckson 3-4567 - TWX No. I F 165 
or your neoresf Hottingbery office or Art Moore in the Northwest 
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MARKET BULLETIN! 

NSI Report for Saginaw Bay 
City-Flint, November, 1961. 

Sri ' rilv \l. 11,.' N>l K. |ir.rl 

' I' 1 1 111 . V t\ ii.i li 



ARB Report tor Saginaw 
City-Flint, November, 196L 

\\ M \l r\ .1 ' ^. t M < !■ . f \ I, J 




WNEM-TV 
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Danifl W. Kops, 

• President 
Hielinrd J. Monnh;in 

• Executive Vice President 




WTRY 

Albiny • Scheniclidy 
• Troy 



REPRESENTATIVE 
• -lohii Itlair & Co. 



REPRESENTATIVES i 
• Cm. I'. HoHinclirry ( V». 
I Kellcll-Cirtt r, Inc. 



WAVZ 

New Haven, Conn. 




SERVES AMERICA'S 

14th 

RADIO MARKET 



If you want to reach as 
many as the 14 largest 
radio markets in the U. S., 
M^HO Radio belongs on 
your list. 

WHO Radio is heard 
regularly in 865,350 radio 
homes in "Iowa Plus" 
(WHO'S NCS #2 Cover- 
age Area) — ranks far 
ahead of any station in 
many "first 50" cities. 
Ask P.G.W. ! 

WHO, DES MOINES 

50,000 WATTS 
NBC 

Pcicrs, Griffin, Woodward, Inc. 
NalioTlal Represenlalives 



I 



by joe Csida 



n , 



The move toward 'good music' 

1 laii(h\ riling hegjin to appear 011 a iiuiiihcr of 
\\alls. '1 liprc was the liaiuhvriting on the wall 
represented by the aggressive selling of the radio 
stations who refused to go roek "n' roll or so- 
called Top 10. Sure jou eaii get a big audience 
with the undiseipliued, noisy disehordani roek, 
these stations told advertisers and ageneies, hut 
lhe\"re all teen age and sub teen kids who 
lKl^en't the money to bu) the products advertisers are tr)ing to sell. 




There \\as the serihhling manifest 



in the ^•ertieal waggling of 



Mitch ^liller's heard and his arms at the ill-fated disk jockey con- 
vention in Miami a couple of \ears ago. when ^litrh made the same 
pilch as the "good music" radio stations. 

Ibcre uas, in letters big and l)old Itliough partially obscured at 
the lime by the emphasis on tcle^■ision) . the message in FCC Chair- 
man Minow's "vast wasteland" speech in Washington in Ma\ : W'e 
do not intend to overlook radio! 

Ai a faster and faster rate it has been coining. One station after 
another, in one market after another, has forsaken the all-out roek 
and Top 10 pattern for what is loosely referred to as a "good music" 
format. Heecntly, right here in New ^'ork, the Top 40 raucuous rock 
leader, WINS, went "good music" with a silken rliytbmie bang 
^^hcn station manager Ted Steele grabbed the outlet's tremendous 
jjuhlieily by playing nothing hnl Frank Sinatra records for a full 
day or more. 

Chuiigoovor fur \^'I\IGM 

At the same time. WMGM, which had long been a Top lO slyle 
oi)cration. cii?inged its call letters (to WTIX) and it> format (to 
"good music' ) under its new Slorcr management. 

At the moment, WABC is the oiil) station in town still nlilizing a 
Toj) 77 (spot on the dial is 77D) format. 

Broadcasters all around the country, of course, ba\ e been study- 
ing their nmsic situations contimially. Xot too long ai;o Harold 
Krelstein, the bead of the Plough chain, called me to discuss some 
vcr\ intelligent changes in the "good music" direction he was insti- 
tuting for his complex of stations. In December, at the invitation 
of m\ old friends Dick Pack and Hill Kaland of W cstingliousc 
liroadcasting Company. T ser^ed on a record industry panel to dis- 
cuss nm«ic in radio. The panel \\as moderated by Paul Aekcrman, 
music editor of Billboard Music Week, and the audience was Wcst- 
inghousc's program directors and their key assistants. 

y\nd the other Sundaj (4 March). \V\FW here in New York took 
the broadcasters' nmsic problems and the ways they were trjing to 
soh c these i)robleins directly to the public. Called "New ^'ork Close 
["p." the show rci)rcscntcd an excellent i)icce of public relations not 
onK for Wi\FA\', but for independent radio in Xew York a-; a whole. 
{Please turn to page .5.3) 
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T.f. spot editor 

Sponsored by one of the leading film producers in television 




The fact that M&M's go everywhere is shown in live-action on-the-spot scenes at a basketball 
game, bowhng alley, party, and even in a car. The proof that "the milk chocolate melts in \ onr 
mouth, not in your hand" is clearly demonstrated by a charming little girl with snow white 
gloves. 

Produced b> SARRA for FOOD MAXUFACTl REUS, INC. through TED BATES & 
COMPANY, IXC. 



Now York; 200 East .%6lh Slrccl ( )iiraj;o: 16 Kasl Ontario Slroot 



Popular Broadway and recording star, Robert Goulet, sings for DU MALRIER in tins series of 
spots. Scenes in dressing room, restaurant, and home, give Gonlet natural settings to show that 
"du Maurier is a cigarette of good taste." 

Produced by SARR A for B. IIOUDE & GROTIIE LTD. through VICKERS & BENSON 
LTD 



Now York: 200 East 56tli Slrool 



Chicago: 16 Easl Ontario Sireel 





"A man's best friend is his wife," says this Amoco counucrcial, and one of licr best frieiul- is the 
American Oil Credit Card. The convenience of obtaining the company's many products is 
emphasized in the spot. 

Produced by SARRA for TIIF. AMERICAN OIL COMPANY through D'ARCi ADVER- 
TISING COMPANY. 



iNcw Y'ork: 200 Easl .Sfilli Street 



rliicago: 16 East Ontario Street 



"I like your e\ es," say s the blls^ housewife... "TEXIZE," says Arnold Stang, who has appeared 
in a puff of smoke to lighten her burden. In this series of commercials, the touch of good naturcd 
humor emphasizes the many uses of new concentrated Te\ize, and also sells both the glass and 
plastic bottles. 

Produced by SARRA for TEXIZE CHEMICALS, INC. throtigli HENDERSON ADVER- 
TISING AGENCY, IXC. 



.Nt'w York: 20(» Easl 56lli Slreot 



Cliieapo: 16 East Ontario Street 





New York: 200 East 56th Street 



Chicago: 16 East Ontario Street 
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New York, the biggest, most competitive and most lucrative market in the nation, is not so 
easy to crack. Advertisers nmst have the indispensable impact of local spot television. WPiX-11, 
New York's prestige independent, delivers the most effective combination of market-cracking 
opportunities... Minute Commercials in Prime Evening time in a "network atmosphere" of 
network caliber programming and national advertisers. Only WPlx-11 can deliver all of these 
premium opportunities. 

where are your 60-second commercuils tonight? 



r 



Interpretation and commentary 
on most significant tv/radio 
and marketing news of the week 



SPONSOR -SCOPE 



19 MARCH 1962 
Covyrliht tm 
SPONSOR 
PUBLICATION* INO. 



That loyal perennial for spot radio, G1VLA.C, will be back in the medium this late 
May for the usual eight-week run. 

Again it wdll be 120 markets at the rate of 15 spots a week. 

Campbell-Ewald, New York wants it known ttiat it won't be in a position to scout for 
availabilities for at least three weeks. 



The tv networks shouldn't be surprised to encounter a spell of relative inactivity 
after the current flurry of fall nighttime buying and program slotting peters out in 
two or three weeks. 

Impression garnered by SPONSOR-SCOPE from several important agencies is that some 
of their smaller tv accounts would prefer to wait another 30 or 60 days to make a 
more studied perusal of the leftovers. Particularly the new product. 

It isn't very often that tv's business developers are brought up short by an 
agency prospect on the matter of tactics, but it happened to TvB at JWT last week in 
relation to the Ford account. 

llie gathering consisted of the more than 30 JWT personnel who serve as the inter- 
mediaries between the regional dealer groups and the agency and prime purpose of 
the TvB callers was to talk about spot. In brief, a sort of updating. 

Before the TvBites had a chance to take ofi on their story, th j chairman of the group 
wanted to know what topics were to be covered. 

When something was said about tv vs. newspapers, the spokesman retorted that auto deal- 
ers were rather ticklish about any critique of their newsprint loyalty (it was like 
waving a red flag before a bull) and that it would be more discreet to focalize the pitch 
on tv vs. radio. 

However, added the spokesman, it would be wise to bear in mind the fact that the 
dealer — though on the average is spending 90% of his air media money in tv — has a strong 
disposition toward radio because (1) of the economic factor and (2) it lends itself 
to lots of frequency. 

As it virtually turned out, the TvB pitch hammered much on the theme that tv 
offers a big plus to the dealer in that it increases the readership of his newspaper ads. 

Some tv reps have come around to the view that the medium has been short- 
sighted in discouraging I.D. campaigns by making them preemptible by 30's and 40's. 

Theirs apparently is a long range attitude: in discouraging copywriters from thinking 
about I.D.'s the medium is setting up a segmentation procedure that some day may not 
work to its advantage. 

In other rep quarters there's a feeling that spot potential may be painting itself into a corner 
by not being more lenient in the pricing of 30's and 40's. Here again, it might be ad- 
visable to open the door wider and let copywriters concoct added commercial forms. 



NBC TV got a windfall out of Singer Sewing Machine (Y&R) via a purchase of 
39 nighttime minute participations at a cost of around $900,000. 
The spots are to be run off during April, May and June. 

As the result of recent buying for the spring months the only network, it seems, that'll 
have much to offer for that quarter is CBS TV. 



SPONSOR • 19 MARCH 1962 



19 



SPONSOR-SCOPE continued 



i 



McCaun-Ericksou figures it's making good progress in working out tliose fran- 
chises that Ilumble's Enco division would like to establish in about 20 tv markets. 

The agency apparently had no illusions when it started out on its quest for news strips 
a la Esso. It knew that other oil companies in the Enco area were already in these strips, 
and the general strategy became one of getting on a station via weather or sports, if a news 
participation was not available, and hoping to do the best from there on. 

The break has come so far in these eight markets: Austin, Beaumont, Temple, 
Phoenix, Roswell, Alidland, llarlingen, Corpus Christi. 

In other markets it picked up public service sponsorships. A case in point is Den- 
ver where the Enco label is attached to a monthly special, plus instant news I.D.'s. 

P.S.: Out of the middlewest a couple of the important oil companies, American and 
Pure, are buying spot radio again. (For details see SPOT-SCOPE, page 56.) 

The toy makers are gradually getting to finding themselves niches on the tv 
net^vorks, preliminary to making their spot decisions also for the fall. 

As far as network is concerned, the people in the toy industry — figured to spend around 
S12 million this year — are in one respect a frustrated lot. Each manufacturer would like 
to have his own show as the spearhead for his dealer promotion but the nature of 
his commitment, at the most 26 weeks, doesn't make him conducive to sellers. 

Here's how some of the top companies are fitting themselves into the fall picture: 

jVIARX: Marx Magic Midway on NBC TV Saturday 11:30 a.m. brought in by Bates. 

IDEAL: minutes on CBS TV Saturday. 

TRANSOGRARI: part of Top Cat on ABC TV Saturday. 

MATTEL: continuation of 3Iatty's Funnies on ABC TV early Friday evenings. 



Even though they admit they've about come to the end of the line in recruiting 
saleable events, the tv networks will still have about S70 million worth of spots 
for sponsorship on the 1962-63 schedule. 

With the NCAA's 14 football games plus all National Football League regular con- 
tests under its belt, CBS TV will, by far, be carrying the biggest load. 
The sellout package values and the events themselves by network: 

ABC TV NBC TV 

EVENT PACKAGE PRICE EVENT PACKAGE PRICE 

$7,500,000 



Sat. Night Fights 
Amer. League Football 
Wide World of Sports 
AFL Post- Game Show 
All-Star Football 
Orange Bowl 
Bing Golf Tournament 



$7,000,000 
6,000,000 
5,400,000 
1,500,000 
375,000 
250,000 
250,000 



TOTAL ABC TV $22,075,000 

CBS TV 
Nat. Football League $10,800,000 
NCAA Football 8,000,000 
Baseball Game of Week 6,000,000 
International Golf 850,000 
Cotton Bowl 350,000 
Triple Crown 350,000 
FootbaU KickofE 350,000 
Masters Golf Tournament 275,000 
PGA Golf Tournament 225,000 
Blue Bonnet Bowl 250,000 
Gator Bowl 250,000 
TOTAL CBS TV §27,700,000 



EVENT 

Pro Basketball 
World Series 
AU-Star Golf 
All-Star BB Games 
Pro Championship 
Rose Bowl 
Sugar Bowl 
Liberty Bowl 
East-West Game 
Blue-Gray Game 
Pro Bowl Game 
NIT Games 
National Open 
Las Vegas Golf 
Thunderbird Golf 
Palm Springs Classic 
TOTAL NBC TV 
GRAND TOTAL 



3,800,000 
2,800,000 
1,200,000 
850,000 
700,000 
700,000 
250,000 
250,000 
250,000 
250,000 
250,000 
250,000 
200,000 
200,000 
200,000 
S19,650,000 
$69,425,000 
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SPONSOR-SCOPE continued 



Buyers of minute participations on nighttLme network tv have come to feel 
themselves kind of second-class citizens because of the networks' disposition to dis- 
criminate against them in varying the time cost of various prime hours. 

These differences in rates apply only to those who commit tlicmselves to more than 
a commercial minute a week on a program. 

In fact, as far as CBS TV in particular is concerned, there's no discount imless an 
advertiser shares 20% of an hour's program on consecutive weeks, which means two 
commercial minutes per week. 

Nomark's Esquire shoewhite (Grey) is spending around a half -million with NBC 
TV for the second quarter. 

It's a record seasonal tv outlay for that account and will be used entirely for daytime 
participations. 

ABC TV has introduced a new wrinkle in the sale of its sports: it's offering the 
American Football League games and the Wide World of Sports as a combination 
buy. 

The competitive target, of course, is CBS TV's NCAA football games. 

ABC TV's Saturday-Sunday combination package for $2 million: a fourth, or 68 com- 
mercial minutes of the 17 AFL games, and a fourth of Wide World, consisting of 43 
minutes, both over a period of four months. (The AFL games alone are $1.5 million 
for a fourth of the package.) 

How ABC TV compares this to the NCAA package, which is being offered at $2 million per 
quarter ; 58 commercial minutes in 14 games over three months. 

ABC TV in its pitch vs. CBS TV also notes the AFL package, unlike the NFL offer, 
includes the championship game. 

In the matter of delivering the top markets, ABC TV says it will be doing much better this 
fall since NBC TV wiU be out of the seasonal pro football picture. 



Network tv, after aU, isn't getting such a bad break from the automotives for the 
second quarter of 1962; in terms of commercial minutes the clan wiU use but 41 
minutes less than it did for the initial quarter of the year. 

The only division that's bowed out of the first quarter's roster is Pontiac (20 minutes), 
but this is somewhat offset by American Motor's buy of 11 minutes on NBC TV. 

In the matter of total home impressions by the auto industry for the next quarter you 
can estimate some 700 million less than the first quarter. As for expenditures for the 
April-June period, a rough estimate would be in the neighborhood of $13.5 million, 
which is SI. 5 million under the estimated outlay for the first 1962 quarter. 

The following breakdown of commercial minutes and home impressions covering the second 
1962 quarter, as compiled by SPONSOR-SCOPE from network information and rating reports, 
takes in regular network programing and specials: 



ADVERTISER 


ABC TV 


CBS TV 


NBC TV 


TOTAL MINS. 


HOME IMPRESSIONS 


American Motors 


0 


0 


11 


11 


65,000,000 


Buick 


0 


0 


20 


20 


220,000,000 


Chevrolet 


39 


39 


78 


156 


1,600,000,000 


Chrysler Corp. 


0 


0 


12 


12 


120,000,000 


Ford Division 


0 


0 


78 


78 


725,000,000 


Lincoln-Mercury 


0 


0 


39 


39 


320,000,000 


OldsmobUe 


0 


39 


0 


39 


380,000,000 


Studebaker 


0 


39 


0 


39 


320,000,000 


WiUys 


26 


0 


0 


26 


150,000,000 


TOTAL 


65 


117 


238 


420 


3,900,000,000 
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SPONSOR-SCOPE contmued 



Robert Hall (ArkHrigbt) is virtually passing up tv for its current seven-week 
spot flight. 

The campaign, which will run through mid-June, involves 150 radio stations. 
The chain clothier severely cut back on tv last year because of the huge hike in 
wild spot payments it sii£fered under the new AFTRA contract. 



In its search for local socio-ecouomic data to feed into its linear programing 
computers BBDO can take heart from one quarter. 

Some of the major tv reps are advising their stations not to pooh-pooh BBDO's bid 
for such information. 

These reps note that tv has grown so fast that it hasn't had to sell on this basis 
but the time may not be far off when such data will come in handy. 

And the stations may find themselves sorry that they hadn't got started on this path 
before the need for such material became imperative. 



ABC TV's daytime side is keeping under wraps its plans for refurbishing the 
schedule for the fall. 

Certain to go in are Father Knows Best reruns. There are also several pilots on hand 
from \vhich to select replacements. 



Business developers specializing in spot tv appear to have singled out tv net- 
work sports programs as their latest target of competitive jousting. 

The pith of their attack: if the ratings are to be taken as an index, these sports events 
miss out on from 70% to 90% of available homes. 



Shell (OBM) is taking a hiatus from spot tv, even though it hasn't been back 
on the medium but a couple months. 

The plan, OBM has informed reps, is to stay out a month and come back in April and 
stay on in most markets through Labor Day. Shell's been using minutes and 40's in prime 
time. 



American Motors (Geyer), regarded by spot tv as an old reliable, is placing 
about §200,000 of its spring-push money with NBC TV. 

It will sprinkle 11 commercial minutes among four nighttime shows during April 
and May. 

Incidentally, Chevrolet has issued fall renewals for Bonanza, My Three Sons and 
Route 66. 



The mushrooming discount store has become a source of grief to local radio. 

Reports from around the country indicate that list price retailers have been cur- 
tailing their radio expenditures l)ecause of the loss of business to the discounters. 

The stations' obvious recourse: to divert some of the ad money that the discounters 
are disposed to place exclusively with newsprint. 



For other news coverage in this issue: see Sponsor-Week, page 9; Sponsor 
Week Wrap-Up, page 62; Washington Week, page 55; SPONSOR Hears, page 58; Tv and Radio 
Newsmakers, page 68, and Spot-Scope, page 56. 
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Chicago remembers 

Certain pages on our calendar are underscored because they 
are television days in Chicago especially remembered because of 
the distinguished programs carried on WBKB. 

Such days as: 

THE DAY CHICAGO WAS ATTACKED-a two-hour documentary entitled 
"Countdown; Is Chicago Defensible?" 

THE DAYS STEVE ALLEN & ARCHIBALD MACLEISH CAME HOME- 
two in the unique series of programs entitled "Home Again." 

THE DAY ALEX DREIER NAILED THE MUGGERS-a remarkable demonstration 
of investigative journalism; the breaking of the Warren Culbertson mugging case. 

THE DAY WBKB MISSED THE TWISTER-a frank admission of a failure to 
believe radar; a determination to be on the alert in the future. 

THE DAY ARGONNE OPENED ITS DOORS-a one-hour program, "Argonne 
Revisited," showing the remarkable progress in making atoms work for peace. 

These were special days on WBKB's calendar. 

Chicagoans have learned that every day is a vital and exciting 
day of timely and informative WBKB service to them. 

Chicagoans have learned that this kind of programming can 
come only from a television station whose people work in what we 
like to call a "Climate of Creativity." 

By the way, are your clients taking advantage of WBKB's 
"Climate of Creativity?" 

A GOOD 

CHICAGO HABIT 



WBKB 

CHICAGO'! 
CHANNEL 




An Owned-and-Opeiated Station ol the American Broadcasting Company • A Division ol American Broadcasting-Paramount Theaters. Inc. 
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Surprise! Where is the 

SOUTH'S LARGESl 




UNDUSTRIAL PLANT? 




uttle the idea that the navy 
is the only blue chip in Norfolk- 
Tidewater. With over 21,000 
employees, and a payroll of 
nearly half a million dollars for 
every working day, Newport 
News Shipbuilding and Dry- 
dock Co. is the South's largest 
industrial plant. 

In addition we have Ford, Dow Chemical, Union Carbide, 
U.S. Gypsum, etc., AND the No. 1 "port in the U.S. in foreign 
coipmerce tonnage — equal in employment to 500 average in- 
dustrial plants! AND military installations whose civilian em- 
ployees alone outnumber all of Delaware's manufacturing workers ! 

Dig a little and you'll find lots of surprises in Norfolk-Newport 
News— America's most underestimated market! For more in- 
formation, WTite to any of these stations at Norfolk, Va. 



VY-TV WTAR-TV WVEC-TV 



CHANNEL 10-NBC 



CHANNEL 3— CBS 



CHANNEL 13-ABC 



A METRO MARKET OF NEARLY A MILLION PEOPLE, AND ONLY THREE TV SIGNALS! 

... . 
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But . . . you can certainly benefit from its dynamic four-state coverage by specifying 
KTBS-TV, Shreveport, Louisiana. That's right! KTBS-TV is rising to greater heights. Its new 1,600-foot 
antenna is coming soon to give 50 per cent increased coverage in a four-state area of Louisiana, Texas, 
Arkansas and Oklahoma. Tallest in the Gulf South and one of the tallest in the world, the tower will 
extend the station's reach from 22,000 to 33,000 square miles. 

The new structure will enable KTBS-TV to beam exclusive ABC programs to 427,000 TV homes in 58 
counties and parishes. . .a $1.9 billion market of 1.5 million buyers. To reach the growing Gulf South 
market area with your sales message, be sure to specify KTBS-TV, Channel 3, Shreveport, Louisiana. 




ARK-UA-TEX-66TH RANKING MARKET-ARB 1961 
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Sylvester L. "Pat" Weaver, Jr. 



WHO'S FOR IT TODAY? 



The Pat Weaver formula started both the term and the trend in U. S. 
tv; now his 'child' is the center of one of tv's bitterest controversies 



I he best interests of all — the 
advertisers, the broadcasters, and the 
public — will continue to be served if 
television is sold not through a maga- 
zine concept but through a television 
concept — one which offers single 
sponsorship for the advertiser who 
seeks identification and association, 
yet provides participating plans for 
those who want maximum mass cir- 
culation." 



Thus fpake James T. Aubrey, Jr.. 
president of the CBS television net- 
work, before recent FCC hearings. 

"I'm not trying to be a wise guy. 
but I feel the minority has a right to 
expect something for itself during 
prime nighttime television hours. I 
get very annoyed with friends of 
mine like Jim Aubrey because they 
never fully explain why the magazine 
concept won't work." 



Thus spake Fairfax Cone, execu- 
ti\e committee chairman of Foote, 
Cone & Belding. in an interview at 
his Chicago office late last month 
lsroNSOf{, 26 February I. 

Together, the^e industry leaders 
represent the north and south poles 
of one of the most coMtro\erbial is- 
sues in tele\ision today. Between 
them range the other industry giants 
— the network prograniers. the agen- 



SPONSOR • 19 MARCH 1962 



27 



Few in the industry endorse the Cone plan; 
most see 'serious danger' in its application 



ry .-ixikt'MiKMi. tile major atl\eitisers 
\vlu)^e t\ future* might well be at 
stake all rauglit u]) in ideas that be- 
gan \^ith I'at \Vea\ er, that roukl end 
in empty rbelorir— or in eoniniercial 
revolution. 

W ho is jor the magazine ronre])t — 
and who's against it? Fir.<t. botli 
])ro])onents and dissenters agree, you 
ha\'e to define it. The Vi'ea\ er "grand 
design" — .\BC programs such as To- 
day. Tonight. Home. Your Slioiv of 
Slioiis. the so-ealled "magazine for- 
mats" that made a\ailable minute 
])arliei])ations to small and medium- 
sized adxertisers — has undergone 
ron.-iderahle surgery since Weaxer's 
spertai ular network days. 



'■Jf by the "magazine eoncept' you 
mean random programing for ])ar- 
tiripating adxertisers, such as all 
three networks now offer in abnn- 
danee, then who's quibbling?" said 
most of the industry leaders with 
whom SPONSOR spoke last week. ''All 
of us, basically, are after the same 
thing the FCC is after — better pro- 
grams, greater opportunities for all 
advertisers, not just the blue ehi]) 
few. But if you mean commercial 
]irograming like Britain's or like 
Cone pro])Oses. . . ." 

It's programing sueli as Britain's, 
and such as Cone pro|)oses, that's at 
the heart of the sometimes violent 
dissent. The British commercial s)s- 



tcm, as practiced by the Independent 
Television Corporation (ITC), is 
virtually stripped of ad\ertiser say- 
so. A London ad\ertiser wanting a 
commercial between n:30-9:.30 Sun- 
day night, for example, sim])ly takes 
"x" number of dollars to ATV, the 
commercial network for London on 
weekends, and. if it's a\ailable, gets 
it — but without knowing where it 
may run, or when. \or is the net- 
work obliged to notify him of any 
program change. The Cone approach, 
on the other hand, is more comj^lcx. 
As he outlined it at a meeting of 
Chicago's Broadcast Adx ertising Club 
last October, his concept is twofold: 
L To program as a res]K)nsible 
magazine woultl. balancing shows be- 
tween regular and sjieeial entertain- 
ment features, and regular and S])e- 
cial features in the nature of conlro- 
\'ersy. ideas and the arts. 



Industry leaders go all-out in approving or condemning 




FAIRFAX CONE 

chmn., exec, comm., FCSB 

"1 FEEL the minority fias a rigfit to 
expect something for itself during 
prime nighttime television hours. I 
get very annoyed with friends of 
mine who never fully explain why the 
magazine concept won't work." 




JAMES T. AUBREY, JR. 

pres., CBS TV 

"THE BEST interests of all will con- 
tinue to be served if television is 
sold not through a magazine concept 
but through a television concept — 
single sponsorship ... yet providing 
participating plans." 




WALTER D. SCOTT 

exec, v.p., NBC TV 

"FAR FROM assuring improvement 
of television, the magazine concept 
would greatly damage the medium's 
advertising and programing effec- 
tiveness by forcing commercials into 
inappropriate vehicles." 
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2. To revolve advertisers through 
a total week's programing, cutting 
out preferred positions in the weekly 
schedule, and opening up the time to 
experimental programing with every 
advertiser paying his share. 

"'ITie method," said Cone, "is as 
simple as the rotation of commer- 
cials by a single advertiser for six 
products through two weekly shows; 
only the network would rotate all 
advertisers through all except special 
shows." 

The British and Cone plans, while 
extremes, so to speak, of the Weaver 
experiment, are at the moment rep- 
resentative of the magazine concept 
— at least to most government and 
newspaper critics of television. And 
since the Cone proposal is the most 
widely discussed in this country, it's 
the one generating the most fire- 
works. Here's how the roman can- 



dles, rockets and pinwheels are ex- 
ploding. 

The networks, to a man, are dead 
against it. Aubrey's recent testimony 
before the FCC sounds the note: "It 
is quite misleading to draw a parallel 
between a run-of-schedule purchase 
of television facilities and the pur- 
chase of space in a magazine. Net- 
work program schedules are diversi- 
fied to the extent that they encom- 
pass the appeals of many different 
types of magazines. Forcing an ad- 
vertiser to buy television without re- 
gard to program adjacency would be 
analogous to insisting that the adver- 
tiser who buys a page in Fortune 
must also run his advertisement in 
all other Time, Inc., publications — 
Architectural Forum, House and 
Home, and Sports Illustrated, as well 
as Time and Life. And in evaluating 
the theory that a magazine concept 



Would improve television program- 
ing, we mu'.t not ignore important 
evidence to the contrary. Many ad- 
vertisers have brought meaningful 
])rograins to television not because 
their identification with the program 
was in some manner submerged, but 
for the opposite reason — a desire 
that their company or product be as- 
sociated with a program of quality, 
significance and stature." 

Walter D. Scott, executive vice 
president of NBC TV, goes even fur- 
ther. "Far from assuring improve- 
ment of television." he maintains, 
"the magazhie concept would greatly 
damage the medium's advertising and 
programing effectiveness by forcing 
commercials into inappropriate vehi- 
cles and consequently driving many 
valuable advertisers away from it and 
markedly limiting its scope." 

Fverett Erlick. vice president and 



magazine concept; no middle-of-the-roaders in tliis one 




JOHN P. CUNNINGHAM 

chmn., exec, comm.; C&W 

"SHOULD divorcing sponsors from 
program control be decided in the 
public interest, then let's have it. 
[The magazine concept] will accom- 
plish many good things . . . end 
blind devotion to ratings." 




EVERETT ERLICK 

v.p,, gen. coun., AB-PT 

"WE THINK the preferable method 
is the one we (ABC TV) are now pur- 
suing . . . to preserve the system 
within the framework of sponsored 
programing . . . not [to] destroy the 
economic base." 




RICHARD A. R. PINKHAM 

sr. v.p., radio/tv, Ted Bates 

"THE EXTENT of the magazine con- 
cept as we have it today is close to 
the optimum. To go as far as Cone 
would have us go would take all the 
skill out of buying. We must still be 
able to select audience we want." 
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Two big advertisers^ agency media director^ speak their minds 




A. A. WHITTAKER 

v.p., marlteffng, BrIs+ol-Myers 

"THE MAGAZINE concept makes no 
more sense than giving advertising 
dollars to Curtis Publishing to place 
advertising in its magazines as it 
may elect, at such times as it may 
determine." 




DAVID W. BURKE 

mgr., insf. pgm. oper., GE 

"WHEN WE consider the whole pro- 
gram environment as working for the 
sponsor, it is doubtful that we would 
continue to use television for institu- 
tional communication, should the 
magazine concept come." 




HERBERT D. MANELOVEG 

v.p. in charge of media, BBDO 

"ONLY WHEN there is a concept of 
rotation within shows that deliver 
similar marketing conditions is the 
magazine concept sound. It's wrong 
for certain type advertisers, certain- 
ly for certain type products." 



j;ciic"ral coiiii>el of American Rroad- 
casliiir; - Paramount 1 lieatre?. last 
month told the FCC of an actual 
"magazine" plan which ^ oung & 
Kubicani. al wliicli aseiic\ he was 
then an executive, con.^idered about 
two ) ears ago. 

'I'lie plan, propo.'ed for week-night 
presentation on AI5C TV. called for a 
cartoon at 7:30. to lie followed by 
an hour ad\enture. a comedy, a mu- 
sical \ ariety show, and ending with 
IVinslon Churchill — Th<' I'aliant 
Yrars. The program, overall, was to 
ba\e had a host — for tiie sense of 
(■ontinnit\ and completeness. It was 
to be offered to non-competiti\ c spon- 
sors with commercials to be sched- 
uled on a rotating basis, so that - 
tlieorcticalh . at least — a sponsor 
would start out in ])osition nnniher 
one. two. three, and so on. tlirough 
the weeks and moiillis. until be would 



have gone completely through the 
e\ele. and so start hack o\er at num- 
ber one again. 

At that time, said Kriick. lie and 
se\-eral other Y&R executives dis- 
cussed the plan witli various spon- 
sors. 'Hiis was the result of it: 

"One s]K)nsor. who ])rimaril\ want- 
ed to reach an audience of house- 
wives, young housewives, did not 
want to advertise after 10 o'clock at 
niglit. This was a policy of the com- 
pany. So the 10 to 10:,^0 segment 
was out. as far as that particular 
advertiser was concerned. 

"A tobacco com])aiiy did not wish 
to ad\ertise to children and did not 
wish to participate in cartoons. 

"A small client, as I recall, with a 
limited budget, did not belie\e it 
would get the fre(piency and con- 
tinuity and impact it wanted in its 
advertising by l)eing in a different 



position each week, and in a differ- 
ent show after a certain number of 
w eeks. 

"Another large company wanted 
only men, and rotation was not real- 
1} appealing to them because you had 
children there. )ou had other pro- 
grams reaching a mixed family audi- 
ence, and it was not the kind of thing 
tliev would lia\e bought, had they 
had a free choice." 

Concluding. Rrlick contended. "We 
ihink the preferable method and the 
one we would like to stick to and 
pursue is the one we are now ])ursu- 
ing ... to preserve the system within 
the framework of sponsored pro- 
graming ... if we frame the medium 
in sucii a way that it loses its appeal 
to s])onsors and advertisers, then we 
are destroying the economic base of 
the medium." 

(I'lease turn to pa^e d?) 
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Inside the top 10 spot agencies: 7. BENTON & BOWLES 



lOO MEDIA EXPERTS AT B&B 

^ With 77% of its large billing allocated to broadcast, Benton & Bowles has 
a higher ratio of people to accounts than any other large agency in the hind 



^The trenchant timeliuyer? (and 
they are indeed numerous) at Benton 
& Bowles abide by the rubric that 
broadcast spot must deliver the maxi- 
mum mileage for the dollars expended. 
It is a buying mandate that evidently 
has paid off in many satisfied clients. 



As William R. Hesse, president of 
Benton & Bow Ics. put it recent!) : 
"Wc are leaders not in the numbers 
of dollars we spend in advertising, 
but in the results wc get. Our chief 
province is to create persuasive and 
effective advertising. But we counsel 



in all areas of marketing. Given a 
product, we serve it in e\er\ single 
possible way we know with a view 
to making it lead its competitors." 

Though Hesse and his supremely 
<|ualified staffers may not regard Ben- 
ton & Bowles as a "leader in the 
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minilMT of dollars spent in a(l\("rtis- 
ing. i( is llic oducaled opinion of 
industry ohservers tlial this is indeed 
a dazzling; top-rung agency zooming 
ahead in typical tactical missile and 
spacecraft fashion. 

Benton & Howies, which emerged 
in sixth position in sponsor's 1961 
analysis of the to]) .50 air agencies, 
also houses one of the most out- 
spoken media men in the dizzying 
vortex of the Madison Avenue ad\er- 
tising fraternity. 1 he man is Lee 
Rich, senior vice ])residcnt in charge 
of media and tv programing. Man- 
ager of the media de])artnient is Lec 
Ciirrlin. Bern Kanner is a \ Ice-presi- 




COMPUTER or any other machine will not 
replace the buyer, says Bern Kanner, v. p. and 
associate media director, Benton & Bowles 

dent and associate media di rector 
who heads up the General Foods 
Gron]) at the agency's vast array of 
ofTices in the gleaming and dramatic 
strui turc at ()66 Fifth .\\enue. 

The^e men were largely responsible 
for broadcasting's adi]iose share of 
the agency's overall l)illing in 1961. 
The broadcast share was ap])roxi- 
mately "7%, a 15*^ increase over 
1960. The combined radio-tv billing 
last year amounted to STO million of 
wdiieli some S 40.3 million went into 
network t\-. S29 million into spot tv. 
These aie sponsor estimates and not 
agency figures. According to recent 
eompntations. Benton & Bowles bil- 
led about SI 16 million last year. This 



included some S6.H million overseas. 

Like his boss, Hesse, Rich is con- 
stantly on the battlefield fighting the 
cause of both the achertising agency 
and its clients. There are ap])roxi- 
mately 1,000 persons em])loyed at 
Benton & Bowles and some 100 indi- 
viduals concern themselves with the 
intricate problems of media. All told, 
there are 22 clients in the house. 
"Tliis is a higher ratio of peo])le to 
accounts than any other leading 
agency," an official of Benton & 
Bowles obser\cd recently. 

Broadcasters have often been taken 
to task by Rich. He has admonished 
them on such abuses as ratings anrl 




LEE CURRLIN, who came to Benton & 
Bowles in 1953 as a media buyer, is now a 
vice president, manager of media dept. 

rates, coverage and o\ er-conimerciali- 
zation. On the subject of rates, he has 
attacked indiscriminate increases . . . 
■'increases \vhich cannot be justified 
will be a constant source of friction 
between client and agency and thus 
between the agency and the medium." 
He lias assailed triple spotting. "Mul- 
tiple coiisecuti\e spotting in any man- 
ner cannot be eondoned," he has de- 
clared. "\'iewers and listeners drift 
away, and ultimately so will the ad- 
vertiser." He has s])oken of tele^'i- 
sion's ability to "present new offer- 
ings so frequently with every ])assing 
hour" and pointed out that the 450 iv 
stations in America broadcast some 
10 billion words annually . . . "more 



verbiage than all the |)lay?. all the 
iio\'els, all the magazines produced 
since the in\ention of the printing 
|)refs in the 15tli Century."' Instead 
of describing tv as a "\'ast wasteland" 
it might be better to call it "an 
intellectual haste-land" because of the 
tyrant clock which dominates the 
medium, in Rich's \ \c\\'. 

The big radio/tv billings at Ben- 
ton & Bowles deri\e from General 
Foods, Procter & Gamble, Philip Mor- 
ris, S. C. Johnson and Te.xaco, the 
latter a SI 1.5 million account it ac- 
<]uired from Cunningham & Walsh 
in 1961. Four of its major accounts 
— P&G, General Foods, Norwich 
Pharinacal and Philip Morris — are 
massive employers of s])ot television. 

To what extent do Benton & Bowles 
timebuyers take part in media selec- 
tion, market selection, station selec- 
tion and other planning factors? 
Kanner replied that the media depart- 
iiien at Bciiton &■ Bowles is an integral 
part of the total marketing process 
for a particular brand or product. 
"As such, our timebuyers do take a 
part in the various factors affecting 
media choice." Kanner said. 

At Benton & Bowles basic media 
|)Ian can evolve from many places, 
according to Kanner. "It can evob'e 
fnnn discussions between the account 
grou|)s and their selves," Kanner 
said. "The co])y department, for ex- 
ample, may have suggestions. It 
volves from an integration of all the 
activities of the agency." 

Acutely aware of the signifieant 
role of automation and computers in 
media selection today, Benton & 
Bowles' time and space buyers none- 
theless do not feel that the "educated" 
machine will sup])lant the agency 
buyers. Far from it, was the con- 
sensus. As Kanner puts it emphatic- 
ally: "1 heartily disagree with those 
people who say the com])uter or any 
other machine will replace the buyer. 
The computer, I think, will enable 
him to work more quickly, more ac- 
curately than he can now, because the 
computer can store up larger amounts 
of information that a media buyer 
now has to gather from various 
divergent points. 

"We don't predetermine a budget 
a])portlonmeiit by media type," Kan- 
ner said wdieii asked how Benton & 
Bowles a])])ortioned a budget to the 
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Broadcasting gets biggest share from B&B media dept. 

LEE M. RICII— Senior v.p. in charge of media and tv programing 
LEE CUllllLIIV— Manager— media department 

GRACE TUCCILLO— administrative assistant 



GENERAL FOODS GROUP 
Rem Kaiiner—Assoc. media director 
George Siiiiko_Asst. media director 
Dick Gcrslioii — Asst. media director 



Print & brdcst. buyers 

Tom Pcsehel 
Stuart Ilinklp 
Grace Porterfield 
Ste>c Silver 
Ron Siletto 



Staff assts. 
Pal Briody 
Robert Gorby 
Jerry Koffler 
Ray Ferguson 
Tom Fuld 
Len Silverfine 



PROCTER & GAMBLE GROUP 
Riifly Maffei —Assoc. media director 
Tom McCabe—Asst. media director 
Jim Courtney —Asst. media director 



Print & brdcst. buyers 

Bob Friedlander 
Charles Kahao 
Rarrie ARey 
Larrj- Colen 
Joel Segal 



Staff assts. 
Rob Joucs 
Ken Keougliaii 
F'aul Halpern 
Clark ARpu 
Norman Kapiilcr 
Tony Trapp 



DIVERSIFIED PRODUCTS GROUP I 
Milton Kieliler— Assoc. media director 

Roger Clapp— Asst. media director 



Print & brdcst. buyers 

Glay Rriggs 
WiRiam Wattersoii 
Robert Wilson 
Stan K reiser 



Staff assts. 
Frank Dewey 
George Sliarpe 



DIVERSIFIED PRODUCTS GROUP II 
Dave Wedeck— Assoc. media director 

Sam Haven— Asst. media director 
Merrill Grant— Asst. media director 



Print & brdcst. buyers 

Tom Foeone 
Mai Gordon 
Irv Adelslicrg 
Walter Rciclicl 
Jack Miteliam 
Jim Thompson 
Rrian Rarry 



Staff assts. 

Gary Lane 
Ira Kaltiniek 
Scott Clark 
Diran Deiuirjian 



MEDIA ANALYSIS GROUP 
Art Heller— Assoc. media director 
Dana Redman— Broadcast super. 
Caroline Cnnningliam- Assistant broadcast super. 
i^Iargaret Keenan— Print super. 
Dorothy Gililions—Assistant print super. 



PERMANENT ANALYSTS (NON-SUPERVISORS) 



Broadcast 

Pat MePartland 
Diane Stein 
Pat Flanagan 

Qualitative 

M. Ephron — Supervisor 
Daniel Finton 
Ada Gottard! 

Coverage 

Relte Leckner 



Print 

Lcnorc Saltzman 
Rnth Jeffrey 
Lynnc Karson 
Mary llartsliorn 

Staff assts. 

SteAe Heller 
William Rrady 
Tony Kloman 
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STUDY: (i-r) Bern Kanner, v. p. & assoc. media dir.; George SImko, asst. media dir.; Grace Porterfieid, buyer; Dick Gershon, asst. media dir. 



\arious a<l\ fi ti>in<; media. 

Arc Benton & Bowles Ijuycis famil- 
iar witli clifTercnt media? Are tliey 
separate air and ])riiit buyers or a 
comhinalion of the two? The a<ienev 
said its huyers are experts in all 
media. Sa\(\ Kanner: '"I tliink onr 
system is l)etter beeau.sc it makes onr 
huyers weH-rounih-d and knowledge- 
able aliout all media. Ilius they have 
clioiees rather tlian a bias toward 
their |)artic'ulav ex])erienre." 

Aledia at Benton & Bowles makes 
it a practice to coordinate with its 
market de\elopment de])artnient and 
its account ])ef)])le "who are essen- 
tialh re-ponsible for managing tlie 
branch" 

Wliat s liap])ened to sponsor identi- 
fication since so muc h money is go- 
ing into t\ s])ot carriers? According 
to Kanner: '■There could possibly b'j 
some dilution of sponsor identifica- 
tion for sonic clients ahhough sc\'eral 
Mke General Foods and Procter & 
Gamble who sponsor their own pro- 



grams do have their own sponsor 
identification." 

What is the Benton & Bowles phil- 
osojjhy when it tries to go '"beyond 
the numbers in buying?" Replied 
Kanner: ''We try to look at the vari- 
ous factors, kinds of shows, time per- 
iods to determine if the audience ])ro- 
file correlates with the consumer ])ro- 
filc of their ])roduets." 

What are some of the big market- 
ing changes which have increased the 
com])lexities of media ])lans prob- 
lems? "The large number of coni- 
])eting |)roducts. less than national 
franc-hises that have been cle\elo])ed 
and therefore the need to ])laee adver- 
tising where it can be ex])ected to 
])ro\ ide the best results,"' he saicl. 

Asked what influence do Benton S 
Bowles clients and their local rej)- 
resentatixes exert in sc;lecting the 
media or station to be used locally, 
Kanner said: "If they are more famil- 
iar than we, as well they might be of 
a ])articular local marketing problem. 



they have nu obligation and right to 
suggest \ ariation in our local media 
plan." 

Having ohser\ cd a long line of sta- 
tion re])resentatives in search of busi- 
ness o\er a period of years. Benton 
& Howies' media staffers are in an 
admirable ])osition to comment on 
•the attributes that go to make uj) a 
first-rate re|). In answer to the ques- 
tion what criteria does Benton & 
Bowles feel is ini])ortant in judging a 
station re]). Kanner said: "The serv- 
ice he ])ro\ ides to the agency in terms 
of getting the a\'ailabilitics to us 
<]uickly, lia\'iiig the correct rates and 
c|uickly deli\ering the confirmations 
once the s])ots ha\'e been ordered." 

Is s])onsor identification measurable 
and worth measuring? "Depending 
on the advertiser's ])roduet, ' Kanner 
said. '"Integrated commercials cer- 
tainly score very high in relation to 
straight film eonnncreials." 

Asked if Benton & Bowles and its 
{Please turn to page 51) 
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RADIO OPENS 3,600 OUTLETS 



^ Radio proves its potency for a Philadelphia vitamin 
maker hy adding record niimher of oullels in short lime 

^ Advertiser plans to broaden sales in other markets, 
moves to follow first vitamin snccess with new product 



^ladio, Ions; touted by seasoned ad- 
vertisers for its flexibility, cost econ- 
omy and out-of-home audience, is 
adding new laurels to its working at- 
tributes in the Philadelphia market. 
For TOD Laboratories, makers of 
Take-One- Daily vitamins — a virtual 
infant firm less than a year old — 
radio has opened the door to some 
3,600 dealer outlets in less than six 
months. 

The result: while competitors are 
sinking hefty ad budgets into other 



and more expensive media, this local 
advertiser is slicing a big share of 
vitamin sales at a minimal cost in the 
country's fourth largest market. 

Radio s potency is well borne out 
here sinee radio only (and a single 
radio station, at that ) is the only ad 
medium being used by TOD at this 
time. The fact that this loeal new- 
comer is wooing a substantial ehunk 
of vitamin business away from estab- 
lished and giant drug firms who 
bolster their campaigns with lieav) 



splurges in print and t\ . is something 
short of speetaeular. 

The TOD Laboratories story he- 
gins in September 1%1 \\hen the vi- 
tamin maker launched its product hy 
placing a spot schedule on Phila- 
delphia's WPEX. The eampaign 
broke on 5 Sei)tember (it's still run- 
ning) and consists of 17 one-minute 
live participations j)er week. Ten 
spots each week run in the station's 
daytime personality program line-up, 
namely Mac McGuire. Red Benson 
and Jack O'Reilly. Seven a week are 
slotted in WPEN's late night pro- 
gram, the Frank Ford Show. ITiis 
campaign — the only TOD advertising 
— costs the company only $495 a 
week. 

Total distribution of the TOD vi- 
tamins looked like this only days 
before the radio spots broke: drug 
stores, 59: food markets, 73; drug 
wholesalers, two: and rack jobbers, 
one. 

As of 1 March 1962. only six 
months later, TOD's distribution 
stacks up this way in the greater 
Philadelphia area: drug stores, 900; 
food markets, 2,800; department 
stores, 10; drug wholesalers, eight; 
and rack jobbers, 11. 

In addition, the item has reeeived 
scattered distribution in Ohio. Ala- 
bama, South Carolina. Virginia. Ken- 
tucky, Connecticut, Texas. Maryland, 
New York and Maine. All. aeeordiiig 
to a TOD spokesman, directly attrib- 
utable to the distribution that was 
achieved in the Philadelphia area. 

Here are samples of how dealer 
acquisition pick-up was paeed: 14 
September, Quaker Food Stores; 20 
September. Rexall drug stores: 30 
October, Llewellyn drug stores: 7 
November. Kiddie City Family Cen- 
ters; 6 December. Lit's department 
stores: 20 December. Franklin Dis- 
count Drug Stores. Sun Ray Drug 
Stores, and Bargain City discount 
centers: 10 January. \Mielan Drug 
Stores: 11 January. Unity Frankford 
Food Stores: 25 January, Silo dis- 
count centers; 1 Mareh. Ameriean 
Stores supermarkets. 

As of 1 March, volume of TOD 




FAITH in the pulling power of popular radio personalities is expressed by TOD Laboratories 
which permits announcers like WPEN's Jack O'Reilly to sell by ad-libbing from fact sheet 
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v itamins is at a rate of over $30,000 
])er month retail. 

-Much of tlie credit for the rapidly 
5])readiiig popularity of the Take- 
One-Daily vitamin tablets is traceable 
to the manner in which the commer- 
cial pitch is handled, says Stan 
Schoenherg, TOD sales and adver- 
t lying promotion director. TOD Lab- 
oratories is owned and operated by 
Jules Schoenherg and his sons, Stan 
and Floyd. The Schoenbergs — Jules 
is merchandising director and Floyd 
the retail contact — have been associ- 
ated for more than 25 years in con- 
.-unier merchandising and chain store 
operation. 

'File Schoenbergs believe strongly 
in the selling potential of radio per- 
sonalities. Says Stan Schoenherg: 
"In our decision to advertise TOD 
vitamins, wc felt that a product of 
this nature could best he sold on the 
basis of personal recommendation. 
Tlierefore, from past ex])erience and 
knowledge of media, vve selected ra- 
dio exclusively and WPEIV's top per- 
sonalities." Schoenherg adds, '"Such 



well established performers as .Mac 
McGuire, Red Benson, Frank Ford 
and Jack O'Reilly have proved them- 
selves to enjoy the full confidence of 
the public in the Greater Delaware 
Vallev area.' 

Radio stations staffed heavily with 
po])ular air personalities will he 
sought by TOD Laboratories when 
they are ready to break open a large- 
scale campaign to introduce a new 
])roduct later this year, and to broad- 
en out advertising of Take-One- Daily 
vitamins. ''Our plans for 1962 will 
be in two directions," says Stan 
Schoenherg. "We will soon he in- 
troducing a second item in the great- 
er Philadelphia market and we will 
also be extending the same adver- 
tising and merchandising program 
we have had on WPEN into other 
kev markets as soon as possible." 

Also up for consideration when the 
lime comes for the planned ad cam- 
jjaign will be jjopular women's pro- 
gram personalities on radio, accord- 
ing to Schoenherg. 



In keeping with Schoenberg's faith 
in the pulling |)o\\er of radio ])erson- 
alities. the announcers are given al- 
most carte blanche with the delivery 
of the commercial. Instead of a pre- 
|3ared script, the radio personality is 
gi\en a fact sheet. Prior to going on 
the air, the TOD ])rineipals meet with 
each personality to explain the prod- 
uct and the program. The person- 
ality then delivers the message in his 
own personalized manner. Tlius, no 
two commercials are exactly alike 
and each commercial is tagged with 
a few names and addresses of stores 
that sell TOD vitamins. 

Since dealer ties grew at such a 
fast rate, it was not feasible to tag 
the commercials with dealer names 
consistently. Hence, new dealers are 
mentioned onee at the time of acqui- 
sition and at a rate of three names 
per commercial. 

Merchandising aids which WPEN 
has provided to TOD include a bro- 
chure fdled with photographs and 
program data of its air personalities 
selling the product, and mailings to 
local dealer druggists informing them 
about the station, its personalities 
and the product. 

The brochure is used hy TOD 
salesmen in selling retailers. Tapes 
showing how WPEN announcers han- 
dled the sales pitch were also made 
available to TOD people to aid in 
adding retail outlets. 

TOD Take-One-Daily vitamin tab- 
lets have another advantage in pric- 
ing. Packaged in four sizes of 60, 
JOO. 250. and 500 tablets, the 60's 
sell for Si and the lOO's for SI. 59. 
These two sizes are pivots for the 
promotions. The reason: since com- 
peting top national brands package 
in lOO's, the price comparison shows 
Miles One-A-Day at S2.91; Squihb 
Vigran at S2.98. and Upjohn Uni- 
caps at S3. 11. 

Schoeidjerg is stacking his chips 
on radio saturation to make a size- 
able dent in vitamin markets outside 
of Philadelphia. "Sporadic spots," 
he says, "are not good enough." 
TOD's advertising is handled hy 
Irwin Silver Advertising, a Phila- 
delphia ad agency. ^ 




Schoenberg (seated, r) TOD merchandising dir. (standing, l-r) Erwin Rosner, WPEN, Phila- 
delphia, general sales mgr.; Jules Corotis, WPEN local sales mgr., and Irwin Silver, agency pres. 
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THEY'RE THE 
TOP BUYERS 
(IN THE SOUTH) 



TOP vote-getter is Helen Sanford, Clay Stephenson Assoc., Houston, 
media director, cited by southern reps as creative and objective buyer 



^ Wlieii it eoiiies to knowing markets and media, southern reps say certain buyers 
stand out. Here is a report on who's who, and why, in ad agencies of the South 



Late fast year, SPONSOR con- 
ducted a special survey among West 
Coast-based reps asking the ques- 
tion: "Who, in your opinion, is the 
most knotvledgeabie tiniebiiyer in 
your area?", and presented the find- 
ings in the 1 January 1962 issue 
with the article "They're the top 
buyers (on the West Coast)." Last 
month, SPONSOR put the same 
question to national and regional 
reps located in the southern states 
region. Nearly 50% replied and the 
story belotv is the result of these 
answers. And although the majority 
of those replying were generous in 
their comments, no rep, of course, 
ivould permit his name to be used. 

When it comes to spelling out 
the ingredients which go into the 
making of a really good timebuyer, 
reps in the southern states region 
share a likeniindedness with their 
West Coast counterparts: both agree 
that a top-notch timebuyer "receipe" 



should include a full measure of mar- 
ket facts, a soupcon of courage to 
look beyond the ratings; a sprink- 
ling of fair play; and a pinch of 
connnon sense. 

These were the ingredients which 
figured prominently in the list of at- 
tributes credited to those timebuyers 
named as "most knoivledgeable'* in 
both sur\eys. And since the time- 
buying function is predonn'nantly a 
female performance in the southern 
states ( as is the case on the West 
Coast), it is understandable that 
women walked off with the lion's 
share of lotes and accolades in the 
SPONSOR survey, which sought to 
turn the spotlight on those buyers 
touted as outstanding by reps in the 
South. 

The buyer who made off with top 
score honors in the southern region 
survey is a Houston, Texas gal, 
Helen Sanford. media director of 
Clay Stephenson Associates. Miss 
Sanford. who has directed media ac- 
tivities for such accounts as the Dun- 



can Coffee Company (Maryland Club. 
Admiration and Fleetwood coffees): 
Gladiola Baking Products; Koegelein 
Meat Products: Texsun Citrus: and 
W^olf Brand Products (Chili and re- 
lated food products) for the past 
seven ) ears. is cited by the reps with 
whom she has business dealings as a 
"rare combination.'' 

The following qualities have most 
endeared Miss Sanford to the reps, 
according to the consensus of opin- 
ion: she asks sensible questions; is 
w illing to listen: knows how to e\ al- 
uate all types of station and market 
material; and makes good "buys 
based on sound ai)i)raisal. She is not 
one, they'll tell \ou. for displaying a 
"know'-it-all" attitude. One rep lias 
this to say about Miss Sanford: 
"Even wiien the 'buy' goes to the 
competition, you know you'\e had a 
fair hearing": while a station man is 
quoted as remarking. "Vilien Helen 
Sanford sa} s w e are wrong. 1 know 
we are wrong and start looking for 
our mistake." 
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These buyers won high scores as the 'most knowledgeable' 



i 





BETTY McCOWAN DEAN HULSE 

Henderson Adv., Greenville, S. C. Grant Advertising, Dallas 



MARIE B. O'MEARA 
Walker-Saussy, New Orleans 



ANDREW J. PURCELL 

McCann-Marschalk, Miami 




RUTH TRACER 

Tucker Wayne, Atlanta 



JANE DOWDEN 

Noble-Dury, Nashville 



PAMELA TABBERER 

Liller Neal Battle Lindsey, Atlanta 



GLENNA TINKLER 

Tracy-Locke, Dallas 



Other re]js \ oled Miss Sanford as 
"mo!st knovleclgeal)lc'' l)ecause she 
"gi\es us a great main details with 
which to work" while others like the 
way she has of making a quick 'buy' 
once she has reached a flecisioii. 
Still other reps ])raise her as a "crea- 
ti\e and objective buyer'"; moreover, 
some credit lier with much insight 
into account |)robienis. 

Other reasons w by re])s have voted 
Miss Sanford as "knowledgeable" 
are shown bv these comments: ''Hel- 
en is not <)ni^ highly intelligent, but 
is. at the same time, thoroughh |)ro- 
fessional in her ai)])roaeh "... '"she 
has jiroved herself to be an excellent 
timebujer with \ery fine results for 
her clients. She knows what she 
wants, demands it, and ) el is alw ays 
w illing to listen to the salesman's 
.'-lor) and use the \arious sugges- 
tions, etc.. for the client's best in- 



terest. ' . . . "Helen is interested in 
the image of a particular station as 
well as its relationship ■ to the total 
market. The tyjje of jjrograming, 
management and succesful coverage 
of the station will outweigh cost fac- 
tors and ratings in most instances." 

A native of Dallas, Texas, and a 
graduate of Sweet Briar College, Vir- 
ginia, Miss Sanford has worked in 
consumer advertising for the jjast 12 
\ ears. 

Another gal who came in for a 
large share of rej) \ otes is Mrs. Dean 
llulse. radio/tv media director for 
Grant Advertising. Dallas. A \'eteran 
of some 10 )ears in the ad game 
(with more than half that time de- 
voted to broadcast) she is cited by 
the reps for jierforniing her chores 
with a minimum of frills. She is 
credited also by re])s with being en- 
dowed with a better than a\erage 



knowledge of market data and spe- 
cifics. 

Mrs. Hulse's background in the in- 
dustry is extensive. She began her 
career in advertising with Glenn Ad- 
.\ ertising in Fort Worth in 19.52. Two 
jears later she joined J. Walter 
Thomjjson in Dallas where she be- 
eame a timebujer on varions Ford 
Dealer accounts. Prior to a short re- 
tirement. .Mrs. Ilulse was with the 
Couchman agency as a time and 
S])ace bu)er. She reentered the ad 
field in 19.57 with the Dallas ofliee 
of A\ery-Knodel and joined Grant 
in October. 19.58. 

Res|)onsiblc now for the placement 
of more than SI million of the Grant- 
Dallas business, Mrs. llulsc"s pri- 
mary duties iii\olve sjjot market 
]dacenient of both radio and televi- 
sion for the Dr. Fejiper Comjiany 
and Comet Rice accounts. 



3!! 
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Miss Betty McCovvan, media man- 
ager of Henderson Advertising, 
Greenville, S. C. racked up a size- 
able number of rep votes for these 
reasons, according to the reps: an 
inherent ability to dig out the real 
important information relating to a 
station and the market it serves; a 
good working knowledge of many of 
the major markets in the country; a 
reliance on good judgment, as well 
as on ratings. She is capable of ex- 
plaining her reasons for making a 
buy on a given station, clearly and 
concisely; her grasp of her job 
"makes it a pleasure for reps to work 
with her." She is |)raised for being 
conscientious, courteous, and recep- 
tive, as well. 

Miss McCowan, who was born in 
Jacksonville, Fla. and has spent most 
of her life in Birmingham, Ala., 
joined Henderson in September 1950. 



She came from Greenville, S. C. 
radio station WESC. A member of 
the 4-A Committee on Broadcast 
Media, Miss McCowan supervises the 
activities of all the Henderson media 
de|)artment and its buyers, and is ac- 
tively engaged in buying for Texize. 
Pet Dairy Products, Havatampa Ci- 
gar Company, and several small 
|3rint accounts. 

Despite the preponderance of fe- 
male timebuyers in the southern 
states area, a Miami man cop|)ed a 
hefty portion of the re|3 votes. The 
man is Andrew (Andy) Purcell, an 
■'old timer" from New York, 
now media director of McCann- 
Marschalk's Miami office. Probably 
no other buyer in the Southeast has 
the "storehouse of knowledge" that 
Andy Purcell has, according to some 
of the re|)s. Dubbed "a real valua- 
ble man" by many of the southern 



re|)s, it is claimed that Purtcil "soaks 
up information, almost effortlessly; 
asks pointed questions and can make 
impulse decisions (it appears) with- 
out making costly mistakes." 

At the Miami ofTice of McCann- 
Marsrhalk. Purcell is res|M)nsible for 
all lilanning and media services cen- 
tering around such accounts as Na- 
tional Airlines, K)der System, Miami 
Coca-Cola. Storer Broadcasting, Mag- 
nuson Properties, Quality Courts 
United, Royal Castle System, etc. 

A graduate of Svracui-c Universi- 
ty in 19.50. Purcell took the plunge 
into ad\ertising at Gejer, Newell and 
Ganger. After a year in Geyer's 
media department, he became space 
buyer at Marschalk & Pratt. He 
(juickl) assumed other bu\ing duties 
including radio and television buy- 
ing for Esso and International Nick- 
{ Please turn to page .52) 



These other buyers were rated as pros by the southern reps 



Despite fact that these 
buyers trod varied paths to 
reach their timebuying 
niches (i.e., some came 
from radio and tv stations, 
others from newspapers, 
trainee courses, still others 
from secretarial chores), 
all rated high with reps in 
the southern timebuying 
arena for knowledge of 
markets, not being wed to 
numbers, good judgment. 




DOROTHY NEIMS 

Liller Neal Battle Lindsey, Atlanta 




PATTIE MORELAND 

Lowe Runkle, Oklahoma City 




E. BOYD SEGHERS. JR. 

Knox Reeves-Fitzgerald, New Orleans 



ANNE BENTON 

Tucker Wayne, Atlanta 




SALLY LUTTRELL 

Henderson Adv., Greenville, S. C. 




C. KNOX MASSEY 

C. Knox Massey, Durham, N C. 
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WHY SANTA FE RR LIKES TV 



^ Among U. S. railroads, only Santa Fe has fnll tv 
timetable, now spends $1 million in the major markets 

^ Prime time 20's bnild passenger, freight trade, 
promote indnstrial plant sites on rail's right-of-way 



S CHICAGO 
anta Fe holds a unique position 
among railroad ad\ertisers; it is the 
onl} one that uses television in major 
markets throughout the country — 
and utilizes the medium on a con- 
tinuous, \ ear-round basis. This year 
Santa Fe will spend over SI million 
in lele\'ision. representing about 40'^( 
of its advertising budget, according 
to Arthur A. Dailey, Santa Fe's gen- 
eral advertising manager. 

Currcntl). the railroads tv time- 
table includes prime 20-second ani- 
mations on these stations in six 
of Santa Fe's markets: KXXT (TV) 



KRCA-TV. KTLA (TV). Los An- 
geles: KCMO-T\', KMBC-TV, WDAF- 
tv, Kansas City; KRLD-TV, Dallas: 
^V15AP-TV, Fort Worth; KHOU-TV, 
K PRC-TV, Houston; and WBBM- 
TV, WBKB (TV). W.\BQ (TVi. 
Chicago. 

In addition, for the past 14 months 
Santa Fe has rotated sponsorship of 
Late Neivs, IV eather ami Sports 
Roundup, a 10-10:15 p.m. strip on 
WBBM-TV, the highest rated Chi- 
cago news show in its time period, 
according to the station. Santa Fe's 
sponsorship averages one-and-a-half 
l)rograms per week. (Because of the 



sponsorship rotation i)lan shared with 
Standard Oil and Illinois Bell, Santa 
Fe sjionsors one show one week, two 
shows tlie next.) 

Beginning 31 March, Santa Fe 
adds iXew York to its market line-up, 
with sponsorship of Saturday and 
Sunday night news programs on 
WNBC-T\^ Although New York is 
not on the Santa Fe line, Dailey re- 
jiorts that it is one of the railroad's 
largest markets for passenger and 
freight customers. 

Another market, San Francisco, 
will he added to Santa Fe's schedule 
just as soon as an ai)i)roijriate avail- 
ability occurs. 

"\S'e don't buy time just to get on 
ihe air," Dailey points out, speaking 
of Santa Fe's 20-second animations. 
"What we do buy are highly rated 
prime-time adjacencies — the very best 
spots for our purposes." 

And just what are Santa Fe's pur- 
poses? To schedule commercials at 




LIVE commercial Is done \n WBBM-TV (Chicago) studio for *he 'Lafe News, Weather and Sports Roundup.' Prime time spots are taped, but 
Santa Fe prefers live announcements without synthetic excitement or pitchman technique. Live Chicago spots will be taped for WNBC-TV, N.Y. 
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Product groups showing greatest spot tv rise 



SPORTING GOODS, TOYS 


$8,255,000 


up 


121% 


HOUSEHOLD PAPER PRODUCTS 


2,495,000 


up 


63% 


PET PRODUCTS 


2,501,000 


up 


47% 


TRANSPORTATION, TRAVEL 


1,180,000 


up 


42% 



LEISURE time spending for pleasure is reflected in these products' tv alloca- 
tions in 4th quarter 1951. Sporting goods, toys continue to rise. Household 
paper, and transportation, travel are also seasonal. Source: TvB-Rorabaugh 



EARLY, LATE NIGHT RISE 
IN 11.8% SPOT TV CLIMB 

^ Early evening picks up 3.5% in share of spol tv 
billings, daytime drops 4.1% in fourth (piarter 1961 

^ Cosmetics and toiletries gain 25%, take over second 
place as drugs drop to third, latest TvB report indicates 



times when they reach the greatest 
number of viewers. Current!), Santa 
Fe's selective buys in individual mar- 
kets lead in to such highly rated fam- 
ily viewing shows as Ed Sullivan, 
Perry Como, Ren Casey, G. E. The- 
ater, and Du Pont Show of the 
Month. 

"Almost everyone is a potential 
Santa Fe customer," says Dailey. 
"but even so, we don't try to slioot 
at the moon with our commercials. 
We always talk about specifics." 

Santa Fe advertising aims at two 
broad objectives. First, to increase 
passenger and freight sales and to 
attract industrial plant sites along 
its right-of-way. 

Secondly, and equally important, 
Daile)' emphasizes, is corporate im- 
age building. Santa Fe is anxious 
to impart these three points about 
itself to the public: 

1 ) who Santa Fe is; 

2) what Santa Fe does; 

3) how Santa Fe contributes to 
the economy. 

The image Santa Fe tries to build 
is one of an established organiza- 
tion that provides reliable, depend- 
able transportation service and is a 
part of the communities in which it 
operates, contributing to the nation's 
economy, Dailey explains. 

The marketing factor which en- 
ables Santa Fe to conduct television 
advertising on such an extensive scale 
is that the railroad offers service 
from Chicago throughout the South- 
west and West under one manage- 
ment. This feature of Santa Fe op- 
eration has several advantages. Of 
these, Daile)' says, "It provides bet- 
ter scheduling control for both pas- 
senger and freight movement and 
more efficient freight handling than 
that provided by a system of many 
different railroads." 

And it is from this feature that the 
slogan, "Santa Fe All the Way," 
originated. Dailey cites an unusual 
and interesting sidelight on the slo- 
gan's evolution. "Although it has 
been used for at least 45 years in 
print, it wasn't until exposure on tele- 
vision that we began to hear it re- 
peated b)' the public." Dailey says 
he has heard the slogan repeated 
often on many unrelated occasions — 
by children in the streets, by the 
{Please turn to page 60) 



^^pot tv billings released today (19 
March) show an increase of 11.8% 
for the fourth quarter 1961 over the 
same period in 1960. 

Gross time billings for the entire 
year rose to $617,308,000, an in- 
crease of 2.3'"r over the 1960 figure, 
$603,294,000. 

The fourth-quarter increase is com- 
puted on the basis of .311 stations re- 
porting during the fourth quarter in 
1960 and 1961. Figures were com- 
piled by N. C. Rorabaugh Co. and 
released by Television Bureau of 
Advertising. 

Actual spot tv billings for the final 
quarter 1961 were $177,827,000. For 
the same three months in 1960, they 
were §163,060,000. 

In the third quarter, 1961, the 
gross time tally was $127,644,000. 

Early evening and late night 
spending showed impressive gains 
over last ) ear. Early evening gar- 
nered 21.4% (17.9% in 1960) and 



late night went up tu 21.2% I 10.1% 
in 1960). The gains in these time 
periods continue a trend established 
in the third-quarter last year. 

Prime night expenditures account- 
ed for the greater portion — 30.5% — 
of the fourth-quarter gro?s. In the 
October- December perio<l in 1960, 
prime night took 32% of sro>s bill- 
ings. 

The second period in hillings was 
daytime, with 26.9%, dropping from 
31% in 1960. 

Several categories made uiiu?ually 
large strides in spot tv expenditures 
ill the fourth quarter. The biggest 
hike came in the sporting goods, bi- 
cycles aiul to>s categor), up 121% 
over 1960 to S8.25.5.000.' In the third 
quarter, these advertisers had tripled 
expenditures to $1,405,000. The 
October-.\oveinber-I)eceniber figures 
normally rise for pre-holiday outlays 
in this category, but a general in- 
crease is indicated b)' spending in 
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Top 100 tv clients, 4th quarter 1961 



1 

1 . 


Procter & Gamble $14,436,600 


3 1 . 


Welch Grape Juice Co. $684,300 




UC 1 ICI a I 1 wUUO 


G 498 800 


52 


Chesebrough-Ponds 


644,000 


■J 
^* 


Level Dl U5 . 


G 1 28 ')00 


J w* 


American Chicle 


"626,600 


A 


rnlDatp-Palmnliup 


3 265 400 




Helena Rubinstein 


"6227901 


J • 


^fanHarH RranH^ 

OlallUalU LtiallUo 


3 042 400 


•J 


Hills Bros. Coffee 


620,000 


A 
w* 


Rr i<;tnl-M\/pr<; 


2 816 700 


5A 

J V* 


U. S. Borax & Chemical 612,000 


~ 7 


MiIp^ I ahnrafnrip^ 


2 439 300 




Plough 


599,200 


~ Q~ 


Cora-Cola Co hottlpr*; 


2,410,600 


~ 58~ 

JO, 


Humble Oil & Refining 


590,000 


9_ 


Corn Products 


2~37T|5^0 


59. 


Coffee Growers of Col. 


582,300 


1 0." 


William Wrigley 


2,243,900 


60 


Andrevif Jergens 


565,100 


1 17 


American Home Prod. 


XT65^200 


~6^l7 


Chrysler Corp. 


560,500 


12. 


Continental Baking 


2,1 13,200 


62 

vx* 


Peter Paul, Inc. 


545,300 


13 


Gillette 


1,957,200 


63 

V W* 


Ward Baking 


541,700 


14. 


P. Lorillard 


1,831,800 


64 


Sinclair Refining 


537,100 


"T c 
1 J. 


I A Fnlppr 


1,813,000 


65 


Green Giant 


532,500 


li A 

1 w. 


1 ioopff Ri Mvpr^ 


1,739,600 


~66 


Eastman Kodak 


531,500 


1 7 
1 / • 


Rirharri*;on Merrpll 


X7237300 


~67~ 


Scott Paper 


525,900 


1 R 


Camnhpll Solid 


1,593,800 


68 


Kayser-Roth Hosiery 


524,800 


1 0 


Deluxe Reading 


1,585,000 


697 


American Bakeries 


518,400 


20 


Warner-Lambert 


1,561.900 


70^ 


Amer. Motors (dealers) 514,600 


21 


Alberto-Culver 


1^31,500 


71. 


Pharma-Craft 


514,100 


XX • 


Louis Marx Co. 


1,527,000 


"72. 


Phillips Petroleum 


508,500 


XW* 


Carnation 


1,494,700 


73 

/ W* 


American Oil 


508,000 


X*T * 


Philip Morris 


1,486,500 


747 


Quaker Oats 


505,600 


75 

X J * 


Kellogg 


1,439,200 


75. 


National Dairy Prod. 


492,100 


76 

X V* 


General Mills 


1,370.300 


76 


Schick 


482,300 


77 
X / * 


North American Phillips 1,362,200 


77 


Pacific Tel. & Tel. 


481,200 


28 

X o> 


Avon Products 


1,330,600 


78. 


Wander 


476,500 


20 

X 7> 


International Latex 


1,289.700 


79. 


Pillsbury 


468,100 




Pepsi-Cola Co./bottlers 1,259,400 


80 


Gulf Oil 


465,000 


31 

W 1 * 


Nestle 


1,245,400 


81. 


Phillips-Van Heusen 


453,000 


32 

wX • 


Anheuser-Busch 


1,203,200 


82 

OX. 


Lionel 


434,500 


33 

WW* 


Food Manufacturers 


1,121,100 


83. 


Lanvin Perfumes 


429,600 


34 


American Tobacco 


1,115,100 


84 


Falstaff Brevifing 


425,000 




Pabst Brevifing 


979,700 


RS 


A&P 


424,800 


OO. 


Ford Motor (dealers) 


947,600 


8 A 

Ov* 


M.J.B. Co. 


421,800 


77 

. 


General Toy 


935,900 


87 
o/ * 


J. Nelson Prewitt 


419,700 




General Electric 


882,200 


88 
oo* 


Beech-Nut Life Savers 


409,400 


39 


Carter Products 


856,700 


89 

07 • 


Amer. Sugar Refining 


407,200 


iin ~ 


Pet Milk 


840,300 


on 

"U* 


Frito Lay 


402,500 


H 1 . 


Canadian Breweries 


813.100 


7 1* 


Kimberly-Clark 


400,200 


42 


Mattel, Inc. 


782,000 


92 

7X • 


Norvifich Pharmacal 


395,300 




Helene Curtis 


757,000 


T*J. 


Drevifry's, Ltd. 


394,700 


44. 


United Vintners 


752,000 


94. 


E & J Gallo Winery 


394,000 


45. 


General Motors (dealers) 747,900 


95. 


Chrysler Corp. (dealers) 387,000 


46. 


Ralston-Purina 


742,200 


96. 


Atlantic Refining 


381,600 


47. 


Menley & James Labs. 


731,700 


97. 


R. J. Reynolds Tobacco 380,700 


48. 


Sterling Drug 


721,600 


98. 


New Eng. Confectionery 378,600 


49. 


Jos. Schlitz Brewfing 


716,600 


99. 


Safevifay Stores 


373,300 


50. 


Coty 


699,700 


100. 


Renfield Importers 


370,900 


Source 


TrB.Rorabaugh 











both <]ua i ters. 

Also lip ill tlic final quarter was 
speiitliug for household paper prod- 
ucts. This category rose to 
82,-19.1,000 from $1,529,000. 

Pet products increased 47% to 
§2,601,000. Transportation, travel 
hit 81,180,000, a rise of 42%. I960 
e.x])enditures ^vere $1,772,000 and 
8832,000. respectively. 

?s'ine advertisers joined the ranks 
of the top 100 for the first time: De 
luxe Keading Co., Drewry's Ltd. 
Eastman Kodak Co., Frito-Lay, Inc. 
Green Giant Co., Mattel, Inc., Men 
ley & James Laboratories, New Eng 
land Confectionery Co. and Renfield 
Importers. Ltd. 

Categories ^vhich accounted for 
SIO million or more in expenditures 
were: 1) food and grocery, $49,- 
972,000 (up7.2'T) ; 2) cosmetics and 
toiletries, $17,383,000 (up 25.5%); 

3) drugs, 515,799,000 (up 4.8%); 

4) household laundry products, $13,- 
253,000 (up 25.3%); 5) ale, beer 
& wine. $12,866,000 (up 9.7*^0, and 
6) confections and soft drinks, $11,- 
007,000 (up 10.4% ) . 

Cosmetics and toiletries moved 
from third to second place last year, 
rising from 1960 expenditures of 
S13.819.000. Drugs dropped from 
second to third, although spending 
rose from 1960's report of $15,074,- 
000. 

Certain spot advertisers showed 
important gains in fourth-quarter 
spending as compared with 1960. 
Among them: 

Alberto-C ulver rose from $73,000 
to $1,531,000. 

Campbell Soup Co. jumped from 
S425.000 to $1,593,800. 

Coca-Cola and its bottlers were up 
from SL112.000 to $2,410,600. 

Corn Products increased from $1,- 
220.700 to $2,371,500. 

General Mills went up from $409,- 
000 to $1,370,300. 

Lever Bros, nearly doubled its 
spending, rising from $3,779,300 to 
$6,128,300. 

Liggett &■ Myers rose from $315,- 
000 to $1,739,600. 

Louis Marx went up from $184, 
000 to $1,527,000. 

Procter & Gamble increased ex- 
penditures from $11,990,.500 to $14,- 
436.000. ^ 
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(Each of the 6 ABC Owned Radio Stations makes the green in its own way) 



Either breaking par or making money requires a selection of the 
proper approach. In golf, you need the right club to make the green. 
In radio advertising, you need the right stations to make that all 
important "green." Each of the six ABC Owned Radio Stations pro- 
vides an open fairway to more profitable selling. Why? Because 
of the ABC Owned Radio Stations' ability to adapt to the local 
market with its own programming, or as we call it, effective use 



of the Flexibility Factor. The results speak for themselves. The 
ABC Owned Radio Stations are providing bigger and better audi- 
ences constantly. Compare December 1961 with December I960.* 
The stations provided a collective per quarter hour increase of 40% 
more families. Looking for the right course for your product? Tee 
up. For WABC, WLS, WXYZ and KGO check with John Blair and 
Company. Adam Young, Inc. for KQV. The Katz Agency for KABC, 



«§ ABC OWNED RADIO STATIONS 
WABC NEW YORK WLS CHICAGO KGO SAN FRANCISCO 
KQV PITTSBURGHWXYZ DETROIT KABC LOS ANGELES 



HALEY'S COMMENT 




About three weeks ago, I was 
told that when the late Edward 
Winer of the Boston Ritz received 
a room reservation request from 
someone he hadn't heard of, he 
judged the applicant's suitability 
by examining the quality of the 
notepaper used. 

This has all but ruined my life, 
in a burst of enthusiasm to tell 
advertisers just what sort of people 
WEZE appeals to most, I've been 
feeling notepaper and holding it 
up to the light and weighing it 
and smelling it until I've become 
the Pinkerton of the Paper Mills. 
The only trouble is that my find- 
ings merely tell me what we knew 
all along; the WEZE audience is 
Everybody. 

We get letters from all over New 
England, telling us how much 
listeners enjoy our "Wonderful 
World of Music" and these listen- 
ers write on anything and every- 
thing. Some letters, for example, 
are on such heavy paper that we 
suspect Mr. Rockefeller and the 
writer share the same stationer; 
others are written on lined school 
paper with three holes down the 
side; some are scented; others 
tinted; some engraved; others dec- 
orated with flowers or birds. Occa- 
sionally, we even receive letters 
written on the backs of restaurant 
doilies. 

The only things I've proved, 
therefore, are that: 1) there are 
an awful lot of WEZE listeners, 
and 2) they're the sort of people 
who do things. This, obviously, is 
not the audience that lies back in 
its chair and yawns. This is the au- 
dience that dashes for the desk (or 
doily), writes the congratulatory 
letter, and rushes out to mail it. 

While they're out, of course, 
they buy up all the WEZE-adver- 
tised products they can lay their 
hands on. Which is exactly the 
sort of audience your clients are 
looking for, isn't it? 

Call me at Liberty 2-1717 in 
Boston, or contact your nearest 
Robert E. Eastman representative 
for all details. 

Sincerely, 




Arthur E. Haley 
General Manager 




Media peo\)l 
uhal lliey are doit 
and sayii 

TIMEBUYER'SI 




Ed Groon iiioved from n«S:K to Giiniliinn<>r . . . Frod Koppel- 
iiKiii is leaviiif; C. J. LaUoclio . . . Peg Graliaiii to Siiiith/Grccii- 
laiKl from 3hiiioff . . . Ted Kates' Jack Flyiiii named him Malliew 
. . . Ed Barz has been made manager of media serviees ill Foole, 
Cone & Belding, in eliarge of media researeh and estimating . . . 
At HBDO, San Franeisco, Kandy Farraiid had his first. Kini- 
herlv Knth. 




ATTENDING Capital Cities Broadcasting's presentation to show the combined cover- 
age of WROW, Albany, and WSNY, Schenectady; (l-r) Betty Nasse of Grey; Bob 
Peebles, WROW; Carol Lewis, Elaine Art, Papert, Koenig & Lois; Joan Stark, Grey 

Liz Grifliths of FKC&H was at Gibson's Steak House with a product 
research man whose agency handles a new bubble gum now being tested 
ill veiuling machines. When no one was looking, he demonstrated it, 
blowing it up to l)liiii|jish proportions. "1 practiced this trick for 10 
hours," he said to Miss Griffiths. '"And it wasn't easy. Kids kept ])ush- 
iiig mc awaj to get the guin." 

Jeanne Snni-»an of SSC&B, hinehing at iho. I'eiignin Itestaii- 
rant with Needham Smith of WTRF-TV, Wheeling, W. Va., had 
this to say ahout an over-nietioiilons -woman: "It's all right to he 
metienlons, hut who uses a knife and fork to eat ]>otat(> chips?" 

Tom Gilchrist of WESH-TV, Orlando-Daytona, Fla., said at Mike 
iMaiuiclie's Restaurant last week that army training prepared a man for 
handling any dangerous situation. Bob Lazatera of D'Arcy disagreed. 
"The very first lesson in the art of self-defense," he said, "is — keep your 
glasses on." 

{Please turn to page A6) 
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MORE KANSANS VIEW KTVH THAN ANY OTHER KANSAS TV^ 




Diversified economy brings stability to the rich Central Kansas market with an esti- 
mated $1,500,000,000 effective buying power . . . more than 290,000 TV families, all 
within the BIG COVERAGE of KTVH. And most important - these 290,000 families are 
Kansas families, viewing TV programmed for Kansans. KTVH dominates the hub of this 
rich Central Kansas area - WICHITA, HUTCHINSON, plus coverage over 13 other 
important communities with 100% undupiicated CBS programming. To sell Kansas . . . 
buy KTVH ! 



* Nielsen, February 1961 
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; DID YOU ^ 
HEAR ADOUT 
THE 

WHLIsland- 
, MARKET? 




I 



TIMEBUYER'S 
CORNER 



(Continued from piige 44) 



Almost 

IN SALES... 
OVER 45,000 
AUTO STORES! 



And WHLI 

IS THE 
LEADING STATION 
BECAUSE 
WHLI 
SERVES 
LONG ISLAND'S 
NEEDS BEST! 





~ The independent Long 
Island (Nassau-Suffolk) market 
— 4th largest in the U.S.— 
where over 2 million customers 
live and shop. 

r ► 10.000 WATTS 



jWHLI 


AM 1100 
FM 98.3 


M 1 M P $ T 1 A D 
LONG ISLAND, H. T. 


tk uoice 0^ 



PAUL GODOfSKY Pres Cm M^< 
JOSEPH A UNN C.«C. V.c*PfCS iaA'fi 



'iiiiis rteaiiiiioiit of Trov-Hoiiiiiiioiit had liiiicli lii>-t >M'ek ;ii 
\ iiict'iit jiiid Nc'iil's Due Moiid! M'itli jiii nccouiit mail mIio has an 
jiiito client. Preihctinj: iliat there Mill he ii strong ireiid again 
toward hixnrv cars, he tohl Ueanniont: "'Tho ear of the future 
will he eonipletely eqiiipjied. Bar, freezer, and like the old 
Nash, a hed in the rear." 

"For S2.^() more,'' asked Heaiinioiit, ''can I get room service?" 




DINING at fhe Penguin Restaurant: (l-r) Cy Aclermann of WTRF-TV, Wheeling, 
W. Va.; DIcIt Brown, media buyer, Compton; Charles Theiss of Geo. P. Hollingbery 

Young & Rubicaln's Paul Tlieriauh was at Ruby Foos with reps when a 
liuyer who is a notoriously fast driver came into the restaurant. He'd 
just gotten his license hack after it had heen suspended for one year, 
nieriault commented: "1 bet he expires before his new license does." 

Peter Tlieg of jMiitiial Broadcasting entertained Keidl 
Freede buyers at the Pen & Pencil where he remarked: "No 
one's ever satisfied with what he's got. I know a buyer named 
Kiley who wants to he Paul Getty." 

A friend of Mort Reiiier of Hicks & Creist had to retain the services of 
a number of experts to prepare reports, when his agenc\ secured a cold 
renied} account. When Reiner met him at the En\oy Restaurant last 
week, and he o|)enc(l his attache case with all the rejjorts. he asked him 
which one of them was by the doctor. "You can tell which one is by the 
doctor." his friend told him. "because it has no appendix.'' 

The success of Cliiihhy Checker's twist lessons on television 
tlirougliont the country has led packagers to seek variations on 
it. Ileriniiii Kiiichle of JVt^T was with a film man at the Grinziiig 
Kestaiiraiit and made se\eral suggestions. "Have you heard of 
the JuM-nile Delinquent Twist?" he asked. "It's like the Sahre 
Dance — oiilv with switch blades." ^ 
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MAGAZINE CONCEPT 

(Continued from page 30) 

Agencies, for the most part. a|)pear 
solidly behind the networks. Rich- 
ard A. R. Pinkham, senior vice presi- 
dent in charge of radio and televi- 
sion, Ted Bates, and Herbert D. 
Maneloveg, vice president in charge 
of media, BBDO, are fair examples 
of the general agency tenor. 

"The extent of the magazine con- 
cept as we have it today." says Pink- 
ham, "is close to the optimum. To 
go as far as Cone would have us go 
would take all the skill out of buy- 
ing. We must still be able to select 
the audience we want to talk to. We i 
must have both qualitative and quan- I 
titative circulation. To go to the Cone 
extreme would he a serious mistake 
for the networks." 

Maneloveg, noting also that the 
magazine concept does exist to a cer- 
tain extent in today's schedules — 
especially in daytime tv — contends. 
"It is sound only if there is a con- 
cept of rotation within shows that de- 
liver similar marketing conditions. 
It's wrong if ) ou're a certain type of 
product." 

Among top agency planners, few 
have voiced even lukewarm approval 
of the Cone ideas. An exception is 
John P. Cunningham, chairman of 
the executive committee, Cunning- | 
ham & Walsh. Tn a speech before 
the Cleveland Advertising Club in 
January 1960, Cunningham recom- 
mended that a long-term study of the 
proper role of the sponsor be under- 
taken by "a commission like the 
Hoovef Commission — a commission 
of laymen, not legislators, laymen 
who not only represent every facet 
of our business but also represent the j 
160 million tv viewers." j 

Should they decide that divorcing 
sponsors from program control is in 
the public interest, said Cunningham, 
"then let"s have it! The so-called 
magazine concept might work this 
way. the advertiser may l>uv a l)lock 
of commercials, let's say 20 in a 13- 
week cycle. In fairness to all adver- 
tisers, these should be rotated on 
various kinds of shows of various 
ratings — so that each advertiser will 
get about the same average rating, j 
The commercial will have to stand on j 
its own selling ability. This will ac- \ 
complish many good things. It will | 
end blind devotion to ratings. It may 
end monopolies of good prime time 
by a few large-spending advertisers. 



It will cut down a lot of imitation 
and mediocrity in programing. It 
will relieve sponsors of concern for 
the content of the program. It will 
free tv editors of commercial con- 
trol and restriction, enable them to 
try new cultural and enlightening 
programing." 

But if the magazine concept is de- 
cided ui)on, Cunningham added, two 
safeguards should be set up to pro- 
tect the sponsors' interests: 

''First, the networks should permit 
exclusively-sponsored shows, such as 
Hallmark's Hall of Fame, or the 



Chevy Show, to continue their spon- 
sorship as long as tbe\ care to. As 
a matter of fact- I believe that the 
15'^? of s|)onsor-produced shows on 
t\ are of higher quality than the 
85' (' of jirograining developed by 
the networks- independently or 
through packagers. And secondly, 
for the protection of the sponsor — 
should the magazine concept come — 
the sponsor should be notified, in ad- 
vance, when and on what jtrogram 
bis commercials will appear. He 
should have limited rights to shift his 
commercial." 
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Media budgets are like cook- 
ies. No two break alike. Nor 
should they. Every client prob- 
lem demands a different solu- 
tion. And it's your problem to 
be sure that your client is get- 
ting the whole cooky for his 
money, not just the crumbs. 
Often a switch in media can 
make the difference. If you've 
been in print, you'll like the 
way Outdoor stands up there 
alone— with nobody else's mes- 
sage competing. If you've been 
in TV, you'll appreciate the 
breathing space Outdoor gives 
your message — and the low 
cost (compare Outdoor's 36 
cents per thousand with prime 
TV's $4.00) ! Outdoor actually 
reaches more people, more 
often at lower cost than most 
primary media. Your client's 
story, bigger than life, in full 
color, is still selling prospec- 
tive customers just three min- 
utes away from the cash reg- 
ister. Outdoor is the marketer's 
medium. So, before you start 
planning next year's budget, 
be sure to call your Outdoor 
advertising representative or 
your nearest plant operator. 
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With the bij; spenders- the major 
advertisers at whom the charges of 
tv program control ha\'e heen hurled, 
niainh h\ newspaper critics- com- 
milinent is less copious. Two who 
ha\ e become \ igorous spokesmen for 
acl\'erliser choice. ho\\e\er. are A. A. 
Whittaker. \ ice president in charge 
of marketing. 15ristol-M\ ers. and 
David Hurke. manager, institutional 
program operations. General Electric. 

'■'Iliis (the magazine concept),'' 
says W liittaker. ''makeb^ no more 
sense than gi\ing advertising dollars 
to Curtis Publishing Co. lo place ad- 



vertising 111 Its inugazines as it may 
elect, at such times as it may deter- 
mine. An £k1\ ertiser who is called 
upon to pa) the freight must have 
the right to select the type of audi- 
eiioe which best suits his marketing 
needs — and. therefore, the program 
for which his monc) is heing spent.'' 
Burke, pointing out the success of 
his company's General Elec/ric The- 
atre in terms of institutional value 
( t\', he says, outstrips any other me- 
dium as the source of ideas about 
ihe company), maintains that spon- 
sor identification is \'ital in corporate 



POLITZ KNOWS 

WHERE 

PEOPLE 

LISTEN 



WGY'S 25-COUNTY 



COVERAGE AREA 



■ For example, WCY's average weekly cumu- 
lative car radio audience numbers 98,000 . ... 
411,000 listen at home ... and 51,000 listen 
in other places out of home. 

■ Only the Politz study tells advertisers who, 
what, when, where, and why people listen in 
Albany, Schenectady, Troy, Northeastern New 
York, and Western New England. For the com- 
plete Politz survey on WCY's 25-county listen- 
ing audience, contact WCY or your Henry I. 
Christal Co. representative. 



982-25 



WGY 



810 KC 
50 KW 



A GENERAL ELECTRIC STATION 

ALBANY -SCHENECTADY -TROY 



iuh erli^ing. 

"When we consider the whole pro- 
gram environment as working for the 
sponsor." he says, "it is doubtful 
that we would continue to use tele- 
\ ifioii as a means of institutional 
conimunicalion. should the magazine 
concept eyer become a reality." 

Tom MeFadden. vice president in 
charge of national sales, NHC TV, 
expresses even further doubt. "I 
feel the sophisticated major adver- 
tisers wouldn't buy into a magazine 
format,' he told SPONSOR. "Some 
advertisers, of course, sueli as drugs, 
want to reach lots of people and 
aren't overly concerned with proprie- 
torship. Hut autoniotiyes, as an exam- 
|)le, are extremely sliow-eonscious." 

And where, in all this, is the father 
of it all? Sylvester L. "Pat" Weaver. 
Jr.. now chairman of the board of 
McCaiin-Kriekson International, and 
still identified with the magazine con- 
cept — however rudimentary bis orig- 
inal approach— made bis last public 
utterance before an FCC hearing in 
June 1961. Said Weaver: 

"What we IXBC) did could not 
have been done without a deep and 
basic knowledge of the real needs of 
the adyertisers who pay the bills . . . 
The change in television has come 
about because in the interaction of 
the elements in the business there is 
not enough fighting for better things 
with intelligence based on experience 
and knowledge. Advertisers have 
never been more than a slight influ- 
ence on programing since television 
really got under y\'ay. The belief that 
the advertiser is the 'heavy' in what 
we see on the screen is w rong. Nat- 
urally, no advertiser want? to present 
programs to make enemies instead of 
Jriends, but advertisers supported a 
Fold-out schedule of great ])rogram- 
ing for many years. Tlie agencies 
must represent their clients and spend 
their money on what makes the most 
sense among the availabilities before 
them. 

"I belie\e. however, that an im- 
proved teley ision service will emerge 
as a result of the public outcry in the 
last few years, because of the increas- 
ing knowledge and bitterness of many 
artists who have not been given a 
place to y\ork in television, because 
of the interest of the FCC and Chair- 
man Minow s declaration that the 
public that owns the air can be con- 
sidered in the future as an interested 
|)arty." ^ 
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TOP lO: B&B 

[Continued from page 34) 
clients are getting beyond the "num- 
bers" game and buying more on a se- 
lective or qualitative basis, Kanner 
said: "I don't think Benton & Bowles 
is in the 'numbers' game, per se. 
Obviously, cost-per-thousand is a very 
important factor in our choice, but 
we would not buy kid-time spot at 
$1.50 per thousand when we want to 
reach adults and spots in adult time 
at night cost $2.50 per thousand. We 
are interested in the kinds of people 
we are going to reach and when we 
are going to reach them." 

The following question brought 
forth an emphatic response: Isn't your 
clients' "showbiz" instinct for net- 
work tv making his dollars work less 
hard for sales than if he placed those 
dollars in the less glamorous work- 
house medium of national spot tv? 
To this Kanner answered: "No, it is 



not true. 

"Both of them," Kanner continued, 
"serve very useful purposes and not 
necessarily to the exclusion of one 
another." 

When asked "Isn't media flexibil- 
ity a rapidly growing factor in today's 
growing scientific apjjroach to market- 
ing, he replied, "^^es, very definitely." 
What were the major factors that 
itifluenced the switching of schedules 
already bought? "Better spots oti 
other stations." was the reply. 

Should merchandising enter in a 
media decision or should it remain 
as a separate entity to be looked in to 
after the buy? In Kanner's opinion, 
for most products, the media values 
are of primary importance. "Mer- 
chandising is an additional plus 
which need not influence the basic 
media decision," he said. 

Asked when the agency last re- 
quested a full scale presentation on 



radio, it replied: "Two weeks ago. ' 
Does Benton & Bowles plan to use 
30- or 10-second commercials during 
1%2? The answer was "[jcrliaps, if 
the cost relationship reflects the val- 
ues received." 

Both cop) and media considera- 
tions are the reasons for the contin- 
uing liea\ \ demand for minute an- 
nouncements, according to the media 
department. Piegarding product pro- 
tection, media staffers declared : "We 
still have a strong attitude that pro- 
duct should recei\e at least 15 min- 
utes protection. " 

y\ sunmier rate for ?pot tv priced 
below the rate during the balance of 
the year would interest Benton & 
Bowles, it was asserted. 

The agency also indicated that a 
number of its clients are indeed inter- 
ested in sponsoring local public serv- 
ice programs provided the cost fac- 
tors "are not out of hand. ^ 



L-A-S-T C-A-L-L! 

THE NAB CONVENTION SPECIAL, FEATURING SPONSOR'S OPSN LETTER TO MR. MINOW, 
PROFILES ON ALL FCC COMMISSIONERS, AND DETAILED USE DATA OF VALUE TO NAB CON- 
VENTIONEERS, OFFERS YOU AN EXCEPTIONAL TWO-FOR-ONE AD OPPORTUNITY. PHONE OR 
WIRE SPONSOR FOR DETAILS. FORMS CLOSE NEXT WEEK. 

WILL DOUGHERTY 

555 FIFTH AVE. , N.Y.C. 

PHONE MURRAY HILL 7-8080 
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SOUTHERN TIMEBUYERS 

{Continued from pa^e 39) 

el. Shortly after .Marsclialk & Pratt 
became a division of MeCann- 
Eriekson. he was ])r()inolecl to as- 
soeiate iiietlia fliiector of the New 
York olTice. 

Four niotiths after the company 
opened the Miami offiee (in No- 
vember lOool. Purcell was trans- 
ferred there as media director. 

In Nashville, Tenn., Noble-Dury 
&■ Assoeiates* media direetor, Mrs. 
Jane Dowden (one of the young- 
est media direptor.-^ in the business), 
has been aeelaimerl by southern reps 
as a conseientious buyer. Reps claim 
she is contiimally searching for what- 
ever factual information eaii be fer- 
reted out pertaining to a station and 
its relationship to the market. She 
has racked nyi votes because she has, 
according to the reps, an exception- 
ally good memory, is not married to 
ratings, and stays al)reast of de- 
velopments and trends. 

Mrs. Ddwden has been director of 
the media department of Noble-Dury 
for the past six years. She joined 
the agenev in 19.56 after an early 
career iir radio and tv. including a 
four year stint as assistant to the 
station manager of WSM-T\^, Nash- 
ville. 

At Noble-Dury she and her five 
person staff are responsible for the 
buying activities for an agency tliat 
concentrates a major portion of its 
S.5 million billings in broadcast lime. 

Mrs. Gletnia Tinkler of Tracy- 
Locke. Dallas, a comparative new- 
comer to the business has neverthe- 
less racked up a considerable num- 
ber of re)5 votes. The reasons, ac- 
cording to the reps: "she is objec- 
tive and does a thorough examina- 
tion of all ))rcsentations". . ."she has 
been wise enough to listen to stories 
about markets and stations from all 
reps, leaving them with a needed 
grain of salt, and has become a good 
timebuyer v\ith jiromise to be an 
even better one in the future."' 

Mrs. Tinkler, born, reared and 
schooled in Arkansas, joined Tracv- 
Lockc in 19.57 as secretary in the 
radio/tv department. Here she 
worked for almost four years add- 
ing to her expericiK'c the additional 
duties of traffic and assisting the 
timebuyer. In ]9(>n she attended the 
company's training school for time- 
buvers. She now handles these ac- 



count.-.: The Borden Coinpany — 
Southern division, Chani]>lin Oil & 
Refining, Imperial Sugar, Pearl 
Brewing, Southern Union Gas, South- 
ern Life Insurance, and Standard 
F'ruit. 

Mary Kay Mansell, media director 
for Erwin Wasey, Ruthrauff & Ryan. 
Houston, is rated high with the reps 
as a knowledgeable buying veteran 
who knows her stations, markets and 
clients. Miss Mansell. who joined 
EWR&R in 1951, was a journalism 
major at the University of Houston. 

A man who managed to swing a 
sizable number of votes his way is 
Liller, Neal, Battle & Lindsey's 
Ronald J. Blaquiere. Mr. Blaquiere, 
who finds himself in what he con- 
siders an enviable dual position of 
timebuyer and account re])resentative. 
is, according to rep talk, endowed 
with the rather unique ability to re- 
tain information about the various 
markets and stations with the result 
that his timebuying duties are re- 
markably well executed. 

Mr. Blaquiere, married and the 
father of five youngsters aged two 
months to 10 years, joined Liller, 
Neal, Battle & Lindsey in June 1961 
where he serves as general manager 
in the Dallas office and works on the 
Carling Brewing account. 

He was launched into the adver- 
tising business in 1952 when he 
started in the mail room of J. Walter 
Thompson (Detroit office) and 
worked his way up to traffic and pro- 
duction; assistant manager, direct 
mail department; then on to junior 
account representative. In 1957 he 
moved to the Dallas offiee of J. Walter 
Thompson. 

In New Orleans, E. Boyd Seghers. 
Jr., broadcast media director at Knox 
Reeves-Fitzgerald, is regarded highly 
by southern area reps for these rea- 
sons: "He provides us with a great 
deal of information with which to 
work and handles his buying with 
admirable dispatch*'. . ."His knowl- 
edge of practical usage of the broad- 
east media is pretty hard to beat." 

Seghers' background is some- 
what different from those usually 
connected with the timebuying phase 
of the business. His earlier career 
(from 1916 to 1953) was that of a 
show business ))erformer. In New 
York City and around the country he 
performed in radio, tv, night clubs, 
vaudeville, musical comedy, summer 
stock, and a dance troupe. He gave 



it up ill 1953 and entered the media 
field as a local salesman with a radio 
station in New Orleans. From there 
he went to a small radio and TV 
agency and later to Fitzgerald as 
assistant director of radio/tv. 

Anne Benton, a v.p. and media di- ' 
rector of Tucker Wayne & Company, 
Atlanta, Ga., ranks high on the "most 
knovs-ledgeable" list by southern reps 
because she "has the courage to ig- 
nore ratings occasionally when her 
common sense tells her she should." 
Once more she "is a proponent of tv 
and radio and encourages her agency 
to use them." 

Miss Benton joined Tucker Wayne 
in 1946 as assistant media director. 
Handling'all timebuying for the agen- 
cy since 1951, she attained the titles 
of acting media direetor in 1956. and 
media director in 1957. She was 
named a vice ))resident in 19.59. Since 
she joined the agency, the media de- 
partment has grown from a staff of 
three to 15 people. 

Other timebuying pros who made 
off with substantial shares of rep 
accolades include Ruth E. Trager. 
and Ann (Hutch) llutcheson. both of 
Tucker Wayne, Atlanta. 

Miss Huteheson. or "Hutch" as she 
is known by her colleagues, is an 
assistant media director, who also 
serves as a timebuyer. Educated at 
Brcwton-Parker Jr. College, the Uni- 
versity of Florida and Vanderbilt 
L'niversity. she has gained experience 
in almost every department of a radio 
station including Iraffiic, writing, ac- 
counting and programing. Her 
Georgia-Florida-Texas radio and tv 
career was started at Jacksonville, 
P'lorida's WMBR as a radio control 
operator who soon became traffic 
manager. 

Following station traffirc experience 
with Atlanta. Georgia's WAGA. both 
radio and tv. and at Houston, Texas' 
KTRK-TV. she served as time and 
space buyer with a Houston agencv. 
She joined Tucker Wayne in 1957 as 
radio and tv timebuyer. Assistant 
media director since 1950, she assists 
\vitli all media plans for all accounts 
and huvs radio and tv lime for Ameri- 
can Bakeries. Scaliest Foods — South- 
ern divisions. National NuGrape, and 
The Atlantic National Bank of Jack- 
sonville. Florida. 

Miss Trager. a journalism grad- 
uate and Phi Beta Kappa student at 
the University of Georgia, began her 
(Please turn to pa^e 60) 
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Sponsor backstage (Continued from page 16) 



Steve Labunski of WMCA, Hal Neal of WAI3C, Ted Steele of 
WINS, Grady Edney of WHN and the Storer chain and John Van 
Buren Sullivan of WNEW itself all told briefly how they endeavored 
to determine the musical preferences of the people of the city, and to 
supply musical fare to meet those preferences. 

Then WNEW program director Mark Olds carried on a dual inter- 
view session with June Bundy, editor and journalist, and John David 
Griffin, radio-television columnist for the New York Daily Mirror and 
syndicated in other papers. Griffin, in rich and well-modulated tones 
which indicated he could make a good living as an announcer if he 
ever blows the column, welcomed the move toward "good music" 
and defined his own musical tastes, which embrace an area hounded 
on the north by Mantovani, on the south by Guy Lonibardo, on the 
east by Perry Como, and on the far-out west by Frank Sinatra. 

Miss Bundy testified that there was good rock *n' roll, in addition 
to bad, and indeed pointed out, that the good, or modified rock, 
was being used liberally on many "good music" stations. 

Trying lo improve 

Mark Olds conducted the interviews with pleasant authority, and 
made all of his points in behalf of independent radio in general, as 
well as WNEW in particular. WNEW, he concluded, constantly re- 
examined its own sound, and worked hard to try to improve it. Its 
emphasis, he said, was on the "best" music, presented by powerful 
personalities — personalities who are people in their own right and 
not just record spinners. He took a well-deserved bow for the Live 
Spectaculars the station's Big Wilson has been doing with such great 
bands as Jonah Jones, who kicked off the series, and such stellar 
vocalists as Tony Bennett, this week's attraction. 

Radio's constant search to improve itself, build its audience — 
quality-wise, as well as numerically — is, of course, all to the good. 
This is no less true of its endeavors in the music aspects of its ])ro- 
graming than in the news, public service, sports or other phases. I 
did a column a while back, however, in which I made the jjoiiit that 
it might be equitable, as well as wise, for broadcasters who are mak- 
ing the move to so-called "good music" to explore whatever ways 
within FCC hounds might be found to improve the exploitation 
values of performances on their air to the record companies who 
supply them with the records, whether paid or free. 

I made this same point to my friends from Westinghouse in the 
course of the panel to which I referred earlier. I must say that the 
reaction to the suggestion has been less than enthusiastic. 

It's not our job, say my radio friends, to worry about plugging 
records or selling records. It's our job to supply the kind of music 
our listeners want to hear. 

True. true. But record companies presently supply literally hun- 
dreds of thousands, if not millions of dollars worth of great talent 
and great performances of all kinds to broadcasters for nothing or 
next to nothing. They do so obviously because, in certain forms of 
presentation on the air, the airplay helps them sell their records. 
When this help becomes virtually non-existent, the record people will 
want some other form of compensation from the broadcasters. 

I predict nothing dire, of course. I point out simply a possible, 
and unnecessary increase in program costs, for a vital program 
product. And I don't think most broadcasters are seeking ways of 
increasing their costs. ^ 





New WDBJ-TV Studios, among the 
largest and mosl modern in Ihe entire South. 
Finest technicol equipment — 316,000 
wotis e. r. p. — CBS affiliate. 



WDBI-TV Brings 
You the News 
About Palmy 

Western Virginia ! 



The prosperous Western 
Virginia market keeps making 
news with its rapid industriol 
growth. Blonket this morket 
with WDBJ-TV, Roanoke, now 
reaching over 400,000 TV homes 
in Virginia, N. Carolina, W. 
Virginia — in counties with neorly 
2,000,000 populotion. For an 
ideol test morket, you're right to 
use Roanoke and WDBJ-TV. 




New Building for fost-grawing Poly- 
Scientific Carp, at Blact<sburg, Va. Mony 
new industrial plants boasi prosperity of 
WDBJ-TV coverage areo. 

Ask Your PGW Colonel For Current A^oilobilities 

WDBJ-TV 



Ch. 7 




ROANOKE, VIRGINIA 
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7-COUNTY PULSE REPORT 

KALAMAZOO-BATTLE CREEK AREA — SEPTEMBER, 1961 
SHARE OF AUDIENCE — MONDAY-FRIDAY 





WKZO 


Stotion "B" 


Station "C" 


6 A.M. - 12 NOON 


30 


18 


7 


12 NOON - 6 P.M. 


24 


16 


9 


6 P.M. - 12 MIDNIGHT 


34 


13 


13 



BUT... You Can Build A Giant Audience 
In Greater Western Michigan! 

WKZO Radio carries commercials to FAR the largest 
radio audience — morning, afternoon, night — in the 
Kalamazoo-Battle Creek and Greater Western Michigan 
market. And the WKZO Radio cox erage area is one 
of America's fastest-growing markets, too. Kalamazoo 
a!o>ie is e.xpected to outgrow all other U.S. cities in 
personal income and retail sales between now and 1965. 

WKZO outpuUs all competitors in all 360 quarter 
hours surxeyed, 6 a.m,-AIidnight, Monday through 
Friday (see Pulse at left). 

Ask your A\'er\'-Knodel man soon for the amazing facts 
about WKZO's supremacy in Greater Western Michigan. 




WXZO-TV — GRAND RAPIDS-KAIAMAZOO 
WKZO RADIO — XAIAMAZOO-BATTIE CREEK 
WJEr RADIO — GRAND RAPIDS 
WJEr-rM — GRAND RAPIDS-KAUMAZOO 
WWTV — CADIIUC-TRA VERSE CITY 
XOIN-TV— IINCOIN, NEBRASKA 



Sources : Sales Aianagement Survey of Buying Pott er, Aiay 10, 1961 ; 
Television Magazine. 

^The J73-foot Buddha in Afghanistan is the world's tallest statue. 



mm 

CBS RADIO FOR KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN 

Avtrf-Knodel, Inc., Exclusive Notional Represenlolives 
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An FCC hearing examiner has jumped in where the Commission has thus far 
hesitated to tread. 

Examiner David I. Kraushaar, quoting FCC anxiety over overpopulation of radio stations, 
has turned down three bids for stations in Cineinnati suburbs on grounds they will be 
needed more in farther-out areas. He added that such grants without regard to interference 
to existing stations would erode quality of reception in metropolitan and adjacent areas. 

These were applications which would have gone to a comparative hearing with one bidder 
getting the station, that is prior to the worry over too many stations. There have been sugges- 
tions for a freeze on new am radio stations and for tougher engineering standards which 
would have the same effect. 

Kraushaar cites the lack of need for new stations in Cincinnati, and also brings in engi- 
neering criteria stiffer than has previously been followed. This approaches rulemaking by 
a hearing examiner, since the FCC hasn't acted officially. Thus it will be both interesting 
and important to see how the Commissioners handle the case when it is appealed to them. 



The FCC was preparing to compromise on killing, or at least delaying for an 
indefinite period, the proposed deinlermixture of eight important markets in order to 
secure all-channel tv set legislation from Congress. 

At the same time, it was becoming quite likely that there would be no reason to com- 
promise. 

Passage by Congress of all-channel set legislation began to appear more and more unlike- 
ly, with or without deintermixture. Many Congressmen fear the precedent involved in telling 
manufacturers what to make and how to make it. 

Over at the Commission, a neat legal question was circulating. It involved whether in a 
rulemaking proceeding which so clearly involves private gains and losses the FCC ean 
legally make any "deal" of this kind. An act of Congress can legally bind the FCC, but 
the reason for the compromise was to avoid anything so final and inflexible. The FCC's promise 
would be left, and this is likened by some to response to "ex parte" pressures. 



The projected RKO General pay-lv experiment over WHCT-UHF in Hartford 
will shortly be in the Supreme Court: however, the unanimous Appeals Court de- 
cision upholding the FCC's approval of the three-year lest was so emphatic that 
the theatre owners who oppose the whole thing seem to have little hope. 

The three judges adopted all of the FCC's legal conclusions and rejected all of those put 
forward by the theatremen. 

The decision seemed to go even farther than that into the area of FCC power to look into 
programing on free tv as well as on pay tv. 



The FCC has warned stations that it will take action in "double billing," where 
stations send a correct bill and a fradulent larger bill to enable the local sponsor to 
collect more on co-op advertising from a national advertiser. 

FCC termed the practice widespread, and warned not only of its own action but possible 
mail fraud prosecution by the post office and unfair competition action by the FTC. 
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SPOT-SCOPE 



Spot radio in tlie iiiitl-West lias hit an iip-bcat for tlic first time in months. 

Accounts most active this past veek included Rival Dog Food (NL&B), buying multi- 
stations in 11 markets, mostly eastern but with some large midwest markets, with schedules 
varying from four-six weeks; Kraft Miracle Whip (JWT), buying for April first starts in 25 
markets, for a total of eight weeks run in short flights, using two stations per market; Ameri 
can Oil (D'Arcy). buying 39-week schedules in major markets for early Spring starts. 

Look for a rapid expansion l)y American Tobacco on helialf of its new king size 
nieniliolated filter, IMontclair IModern Cigarettes, being test marketed via SSC&B. 

It's starting out with a modest outlay in Memphis and Indianapolis, but reps who re- 
member tbe lavish introduction of Pall IMall which rang iij) about S15 million for 
spot, are anticipating kindred treatment in this case. 

Montclair's selling point: the menthol is in the tip. not the tobacco and the menthol 
delivery is controlled by the amount of smoke drawn through the fdter. The proportion of men- 
thol in the smoke increases between the first and last jiuff, making it a "self-refreshing 
cigarette." ^ 

As things started to perk for radio out of the midwest, tbe tv spot side in that 
area be^ian to feel tbe cutback aspects of the warm season. 

The biggest stroke in that respect came from Miles Labs (Wade). 

Effective 30 April, there'll be a general slice in tbe spot budget of .'50%, but with th 
smaller markets bit hardest; most of them will be out of the Miles picture altogether. 

On the brighter side for spot tv: several seasonal campaigns are set to kick of! in the near 
future, among them being International Shoe. Sun Oil, Socony Mobil. Gulf, Good Humor. For 
details see items below: 



SPOT TV BUYS 

International Shoe is planning its Easter-Spring campaign for Red Cross. Poll Parrot, and 
Weather Bird children's shoes. As in the past, kid show minutes will be used in about 75 mar- 
kets. Buyer: Natalie Schneiderman. Agency: Krupnick & Associates. St. Louis. 
Carnation Co. has gone into 50 markets with schedule's for Friskies dog food. Placements are 
for 13 and 18 weeks using minutes, T.D.'s and 20's. Buyer: Pat Hipwell. Agency: EWK&R. 
Los Angeles. 

Seaboard Finance Co. is planning a new campaign to cover 15-18 top markets. Short runs of 
minutes and 20's reportedlv will start later this month. The buyer is Stuart Newmark. Agency 
is Foote, Cone & Belding, Los Angeles. 

Sun Oil is planning an early Sprins: push in 20 states for its gasolines and oils. Prime and 
fringe night minutes will be used. Buyer: Ernie Kaufman. Agency: William Esty, New York. 
Socony IMobil has started it? pre-Spring campaign in about 15 markets. Thirteen week place- 
ments of prime and early night minutes will run into May, ^vhen its summer campaign geUil 
underway. Buyer: Dick Waller. Agency: Ted Bates. New York. 
Minnesota IVIining & Manufacturiu!; went into 20 top markets this month for Scotch-Brite. 
Placements are for 12 weeks using moderate frequencies of day and fringe night minutes. 
Buyer: Dick Swart. Agency: BBDO. Alinncapolis. 
Interstate Bakeries Corp. is going into midwestern markets shortlv with day minute sched- 
ules. Campaign will be for 13 weeks usinqr moderate frequencies. Buyer: Fran Carlandro.J 
Agency : Potts-Woodburv, Inc., Kansas Citv. 
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SPOT-SCOPE continued 



Gulf Oil is launching a spot campaign on 8 April using prime breaks and 40's in 15 markets. 
The drive is for eight weeks. The buyer is Lou Fox at Young & Rubicam. 
American Motors is planning a 17-market tv push for Rambler. The buying is out of Geyer, 
Morey, Madden & Ballard. The campaign, which uses fringe nighttime minutes, begins 12 
April and runs for four weeks. Helen Kourtides is the buyer. 

Mogen David "Wine, Chicago, is using breaks and minutes in its latest campaign. It's an 11- 
market buy and it got underway yesterday, 18 March. Schedules will run for five weeks. 
Agency: Edward H. Weiss, Chicago. Buyer: Joan Mandel. 

Westinghouse Eleetrie Corp. is scheduling a six-week run for its household bulbs. About 
15 markets get day and prime 20's and I.D.'s. Buyer: Phil Stumbo. Agency: McCann-Erickson, 
New York. 

Colgate-Palmolive Co. is adding markets to its present campaign for Choice soap. Day and 
night minutes and 20's are being bought. Buyer: Eileen Greer. Agency: Ted Bates, New York. 
The M. ,T. B, Co. is readying a campaign for its teas and rice, in addition to the current push 
on its coffee. Day and early fringe night minutes will be placed in early Spring in 10-12 
west coast markets. Buyer: Barbara Smith. Agency: BBDO, San Francisco. 
Sears, Roebuck will go into 10 scattered markets with test schedules for its credit cards. Early 
and late night minute-and-two-minute spots will be bought. Buyer: Larry Cole. Agency: Ogilv)', 
Benson & Mather, New York. 

Kemper Insuranee Group is buying sports and weather slots in midwestern markets. This 
is a joint buv for the five companies under its banner. Buyer: Mary Alice Crisafulli. Agency: 
Clinton E. Frank, Chicago. 

Martinson Coffee, a division of Beech-Nut Life Savers, kicked-off runs in top markets. Sched- 
ules are for day and fringe night minutes. Buyer: Joan Stark. Agency: Grey, New York. 
Q-Tips, Inc., went into about 15 markets with tv schedules for its cotten swabs, in addition to 
the radio placements reported here earlier. Moderate frequencies of day minutes are being used 
for 10 weeks. Buver: Maureen Murray. Agency: Lawrence C. Gumbinner, New York. 
M. K. Goetz Brewing placed schedules for Country Club in a limited number of markets. Buys 
are day and night LD.'s, 20's and minutes. Buyers: Isabel McCauley. Agency: John W. Shaw, 
Chicago. 

Kimherly Clark Corp. is going into midwestern markets for its Spun Mist tissues. Six-week 
schedules of night minutes are being bought out of DCS&S, New York. The buyer is Bob 
Widholm. 

Good Humor is lining up three-week flights for its Spring-through-September campaign. Min- 
utes and 20's adjacent to reach women and kids will be used. Buyer: John Twitty. Agency: 
MacManus, John & Adams, New York. 

Standard Brands is buving for its Royal desserts. Day and night minutes start 26 March 
for nine weeks in selected markets. Agency: Ted Bates. Buyer: Bob Decker. 
Sehenley Industries, very heavy in radio for the new "picture label" on its Roma wines, will 
use some tv to promote the idea, starting 1 April. Fringe-time minutes are set for six weeks 
in 10 markets. Agency: Norman, Craig & Kummel. Buyer: Pat George. 

SPOT RADIO BUYS 

p. Lorillard Co. is going into about 10 top markets this month with schedules for Newiiort 
cigarettes. Traffic and day minutes will run for four weeks. Buyers: Sally Reynolds and Bob 
Kelly. Agency : Lennen & Newell. New York. 

Merck & Company is going into selected farm markets with multi-station buys for Ampro. 
a health product in its agricultural division now being used on turkeys and broilers. Merck is 
awaiting Federal approval to increase the usage scope of the product and the campaign should 
get underway in April or May. using about three spots a week. C. J. LaRoche, New York is the 
agency and Bob Cagliero is doing the buying. 
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Reports in eosmelie eireles have it that George Abrains v>-iM l>e heading a newly 
formed company in that fiehl, with some of the money eoining from one of the 
Kevsons. 

The company, it is said, will go public and bid for the syndicate business. 
The line: comparable to Hazel Bishop's. 

Abrams' background: Bloek Drug, Revlon, Warner-Hudnut, Pharmaeeiitieals, Ine. 

Looks like the Sehiek shaver, for the first time, is bent on capturing a bigger 
share of the market by outspending its competitors in tv. 

The reported plan : in addition to the Sl-million package recently bought at NBC TV, 
there'll be another $2.25 million split between that network and ABC TV by June, 
with S3 million more likely to be spent on the medium eome the fall. 

Schick several weeks ago switched from a sales force to a distributor setup. 

Purported shares of the shaver market: Norclco, 32%; Remington, 30%; Schick, 
18%; Sunbeam, 14%. 

The shaver market itself has dropped off about 15% the past two years. 

MCA's production arm. Revue, will be spending as much as 8500,000 each on 
some of the episodes of the Virginian, which debuts this fall on NBC TV, Wednes- 
day 7:30-9 p.m. 

Where Revue expects to get a major portion of its investment from: the release of the 
series in theatres under different titles. 

MCA is said to be matching NBC TV dollar for dollar on the production. 

Just to add a nostalgic flavor, here are some of the things that happened in 
March five years ago : 

• P&G came to the conclusion that the 15-minutc soap opera was not for tv. 

• The crossover of top echelon network tv executives became a surge. 

• Independent packagers were found to control 64% of network tv nighttime shows. 

• Colgate set up its toiletries, household soaps and international divisions. 

Tlie social whirl has been an uncomniouly heavy one for tiuiehuycrs this season. 
They've been showered with luncheons and cocktail parties, big and small, in the environs 
of Madison Avenue. 

With some stations, particularly where group ownership is involved, this wining 
and dining have come to represent big bites in the promotional budgets. 

What gives it all an aura of diminishing returns: the competitive station is loath to let 
the other fellow shine as a host and henee makes plans to stage its own party in the 
near future. 



Another growing gambit in the area of currying favor is the entertainment of 
secretaries whose bosses by virtue of being nieuibcrs of the agency plans board have 
a special value for a pitch. 

The inferred reciprocity: the secretary prevailing upon her boss to "sec this fellow who 
says he's got something very important he wants to show you." 

One such executive noticed an expensive bottle of perfume ou his secretary's desk. 
She readily related that a seller, trying to see him, had given her this gift. 
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OLD NEW ORLEANS FAVORITE 

.If ^' 




As served at world-famous Galatoire's Restaurant. 

WWL'TV, . . new New Orleans Favorite 



"Ladies First" ... a sparkling thirty minute 
show every morning at 9:30, specially designed 
for the housewives of our town. Ginny Hostetler 
charms the ladies of New Orleans with her 
contagious personality, interesting interviews 
and various women's featui'es. Sonny Adams, 
the newest personality in town is Ginny's^man 
Friday", and does a matchless job of morning 
entertaining with his piano and songs. 

"Ladies First"" is becoming a buy-ivord in 
almost every New Orleans home. 

Represented nationally by Katz 




WWL-TV 

NEW ORLEANS 



Here's how to 
make it! 



1 medium lorge 

eggplant 
4 tbsp. butter 
Va cup chopped 
green onions 
and tops 
V4 cup minced 
fresh parsley 



Solt and pepper 

to taste 
3/4 cup cooked, 

peeled shrimp 
V2 cup cooked 

floked crabmeat 
Buttered bread 

crumbs 



Grated Parmesan Cheese 

Cut eggplont in holf lengthwise. Wrop 
eoch holf in oluminum foil ond boke in 
o 400 degree oven obout 45 minutes 
or until tender ond moist. Scrope the 
pulp from the skin, leovlng obout 1/4 
inch oround the edges. Chop pulp into 
smoll pieces. Melt butter In o souce- 
pon. Soufe chopped onions ond porsley 
until browned. Seoson with solt ond 
pepper. Then stir In the pulp, shrimp 
ond crobmeat. Cook together for sev- 
erol minutes. Fill the eggplont shells 
with this mixture; sprinkle breod crumbs 
ond cheese over the top of eoch. Boke 
in the oven obout five minutes until 
brown. Mokes motchless serving for two. 
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SOUTHERN TIMEBUYERS 

[Continued from page 52) 

liroadenstinj; career at Allaiitn";- 
\^'\GA ill \')\V>. first as radio traflic 
(iepartnient assistant manager and 
later a.s riiaruijier. From 1931 to 1951, 
iilie worked as t\" traflir manager with 
W \G \-'r\': served one )ear as sales 
|)romotioii mana'ier \\ itii Aasln ille, 
Tenn. WLAC-TW tiien returned to 
iier former post with W'AGA-TV. 

She joined Tucker \Va\ne in 1957 
initiall) as general assistant to the 
iiiecha (hrector. V^'heii the agency"? 
print and hroadeasi media were split, 
she hecanie a tiniehuyer. Responsible 
now foi the planning and purchasing 
of all radio and t\ time for Creomni- 
sioii Conipan\ and Atlantie Coast 
Line Uailroad, she also handles ail 
media time and space huying for 
Artra Skin Tone Cream and agency 
of reeord eontracl negotiations for 
Arlra. Feen-a-mint and Sulfur " with 
INegro market radio stations. 

Other \ote-geltcrs include C. Knox 
Masscw president of his own agency. 
C. Knox Massev & Associates. Dur- 
ham. X. C who handles all the 
huying for RC Remedy: Sally Lul- 
(reil. Henderson. Greenville. S. C. 



wiiose major tiiiicd)u\ ing accounts 
are Texize Ciiemicals fAII-Purposc 
household cleanser. Dish detergent, 
hieaeh. Laundry I'luf. starch), and 
.Miles I'roducts. division of Miles 
Lahoratorics (Ariden. decongestant 
and cold tai)let). Miss Luttrell's 
i)ackgronnd includes a stint as IrafTic 
manager, Lowe and Ste\eris Adver- 
tising; promotion-puhlicity assistant. 
\VAGA-T\ and its radio alTdiation, 
Atlanta, and assistant ad manager. 
Orkin Fxterminating Co., all in At- 
lanta. Also praised were Pamela 
Tahherer, Liller, Xeal. Rattle & Lind- 
.«ey. Atlanta, a former newspaper 
free-lance writer and radio station 
staffer who joined Ll\R&L in 1955; 
Dorothy Nelms, of the same agencv, 
joined Lindsey and Comparn in 1916 
and was transfered to Atlanta in 1958 
when that company merged with Lil- 
ler. Neal and Rattle to form LjNRXL; 
.Marie Rurton O'Meara. Walker Saus- 
sy. New Orleans, broadcast buyer 
who handles media bu\ing for sncli 
clients as Wembley Xeckties, General 
Electric, Elmer's Candy, King Cotton 
Meals. Henderson Sugar, y\vondale 
Marine Ways. Luzianne Coflee. Taaka 
Vodka. Hubbard-I liggins Slacks and 



In downtown Chicago- 
folks who go first 

class '"'^^^J 
say: 




'Just get me a room 
at the ASCOT Motel' 

Downtown convenience, motel com- 
fort. Free parking, lieated swimming 
pool. Superb accommodations, cui- 
sine, and complimentary services. 
Nearest to McCormick Place and 
other convention centers. Meeting 
facilities for 6 up to 600. Courtesy Car 
to our door from airport limousine 
stop at our Essex Inn and from 
helicopter landing at Meigs Field • 
Sensible rates • Inquire today. ■^V?^^ 

ASCOT MOTEL ^ 

Michigan Ave. at 
11th St.— Just south of 
Conrad Hilton 
Overlooking 
Grant Park and 
Lake Michigan 
Phone WA 2-2900 
TWX-CG82 
We pay teletype charges. 

Write now lor icscrvalfons. Dept. 17 




RESERVE 

NOW 
AT THE 
ASCOT MOTEL 
FOR THE 
NATIONAL 
ASSOC. OF 
BROADCASTERS 
CONVENTION 
IN 

CHICAGO 
APRIL 1-4, 1962 



the Royal Orleans Hotel; I'allie More- 
land, media and trafhc director for 
Lowe Runkle Ad\crtising, Oklahoma 
City, who handles all media huys, 
proposals, research, and media rec- 
ommendations for the agency's entire 
list of accounts. 
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SANTA FE 

{Continued from jiage 41 ) 

cheering section at last fall's Wiscon- 
sin-Xorthwestern football game, and 
b\ a desk clerk at a Palm Springs 
hotel. He attributes this catching-on 
to the audio-visual effects of Iv. 

Eighty -four percent of Santa Vc's 
total re\enue dollar is deri\cd from 
freight operations. In spite of this, 
the railroad emphasizes passenger 
service in most of its consumer ad- 
\ertising. It feels that most people 
tliink of railroads in terms of passen- 
ger traxel. therefore its corporate im- 
age is stressed in that area. 

llowe\cr. freight operations are 
spot-lighted in Iv commercials from 
time to time. Dailey outlines the rea- 
son for this: "How best to ship goods 
used to be mainly a traffic manager's 
decision, hut now it is often a sub- 
ject for committee discussion and 
top management decision. Serving 
the growing areas of the West and 
Southwest, Santa Fe likes to tell the 
public about the advantages of ship- 
ping goods on one railroad." 

Of Santa Fc's passenger service. 
Dailey says there is no specific seg- 
ment of the population that can be 
classified as "train travelers." It's 
more of a representative cross-sec- 
tion, he says. Passengers vary by 
age and economic groups, and from 
pleasure travelers to business travel- 
ers. 

About 5<)'f of Santa Fe passengers 
tra\el for pleasure. 32''^ for business. 
About 10' f fall into a miscellaneous 
category — those on emergency trips, 
such as death in the family, and 
those on a combination of vacation 
and business. 

1 here is a noticeable variation in 
passenger types according to which 
trains they use. Daile\ savs. "The 
Super Chief alliaels a mature, so- 
phisticated tra\elcr, while the El 
Capitnn ser\"cs a xoiinger grou|> — 
teen-age and college-age — and an el- 
derly, retired group, all traveling on 
a close budget." 

Santa Fe passenger trains also 
ser\e nian\ families trii\eliiig togcth- 
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er. This has been induced, Dailey 
feels, by a special Santa Fe family 
f, travel rate. Another Santa Fe inno- 
■ vation, the go-now-paydater plan has 
stimulated passenger business, Dailey 
feels. Of Santa Fe's passenger busi- 
ness. o8''( is chair car, I2''i pullman. 

The various trains and travel plans 
are emphasized on Santa Fes live 
commercials during the Late iXeiis. 
Weather and Sports Roundup on 
WBBM-TV. The reasons for live 
commercials, according to Dailey. 
are that they have a certain fresh 
flavor, they're flexible, and can be 
changed quickly and as often as nec- 
essary. 

Santa Fe believes it ^\'as the first 
among television advertisers to intro- 
duce a conversation tone in commer- 
cials. "We don't like synthetic ex- 
citement or a pitchman's technique," 
Dailey says. About seven years ago, 
when Santa Fe was auditioning for 
an announcer to deliver live commer- 
cials on a Chicago weather show, 
they deliberately picked a man who 
lacked announcer technique. 

This philosophy has been carried 
o^er to the present Santa Fe-spon- 
sored news, weather and sports show 
in Chicago. Jim Andelin. the an- 
nouncer who delivers the live com- 
mercials, uses what could best be de- 
scribed as a conversational technique. 
Andelin's li^e commercials will be 
taped for use in New York ^vhen 
Santa Fe begins its schedule on 
WNBC-TV. 

"With the addition of the New 
York market," Dailey says, "we be- 
lieve Santa Fe beads the list as the 
largest user of tv in the railroad in- 
dustry." 

Use of tv by railroads has not been 
widespread, probably because of the 
local and regional aspects of railroad 
management. However, there are a 
few railroads using the medium on a 
limited basis in their areas of opera- 
tion. Among them are Great North- 
ern; Denver and Rio Grande: South- 
ern Pacific, and Union Pacific. The 
latter sponsors the college basketball 
tournament, an annual event in Salt 
Lake City. 

Although a large share of Santa 
Fe's advertising budget is in\ ested in 
television, the railroad uses news- 
paper, magazine, outdoor, and direct 
mail, as well as being the largest tv 
ad\'ertiser among railroads. Dailey 
belie^Ts that Santa Fe is also the 
largest railroad user of outdoor. In 



addition, he [joints out, Santa Fe 
does a tremendous amount of collat- 
eral — calendars, wall maps, posters — 
advertising in which the agency is 
not involved. 

In discussing specific documenta- 
tion of television results, Dailey says, 
"We believe all advertising works to- 
gether. Our magazine, newspaper, 
and outdoor are all helpful in ways 
that tv might get credit for if we at- 
tempted to credit the medium with 
specific results." 

Rut Dailey freeh acknowledges the 



frequent c-oiimu'iits on Santa Fe com- 
mercials from both pa>seiiger and 
freight customers. He also cites ex- 
amples of business executi\es inquir- 
ing alioul the railroad's plant loca- 
tion ser^ ice. referring to a commer- 
cial seen the night before. 

He also recalls an advertising sit- 
uation that Santa Fe conducted sev- 
eral years ago. Radio and t^' were 
the only media used for a certain pe- 
riod in the Chicago area. "Cash 
sales increased surprisingh .' he re- 
ports. ^ 



IN DENVER... 

ONLY KLZ CAN OFFER YOU 





POPULAR WOMEN'S 
Information Show! 

A familiar... "Hello, this 
is Pat," begins another 
telephone conversation on 
KLZ's "The Pat Gay 
Show," 12:10 to 12:50 pm, 
weekdays . . . and thou- 
sands of Denver area 
homemakers listen with 
interest, to the caller's 
suggestion or household 
hint covering anything 
from cleaning a rug to 
baking a new kind of des- 
sert. In a ten year span, 
over 35,000 such, two-way 
conversations have been broadcast on "The Pat Gay Show." 
This system of person-to-person participation by thousands of 
homemakers in the KLZ Radio audience gives extra impact to your 
commercial message. 

And remember... KLZ Radio in Denver is the ONLY place you can 
buy Pat Gay! 



Call your Katz man or 
Lee Fondren, Denver 

Represented by the Katz Agency 



560 First On The Dial 



KLZ 



CBS IN DENVER 




SPONSOR • 19 MARCH 1962 



61 



SPONSOR 
WEEK 



WRAP-UP 



ABC TV ratings rise 

(Continued from page 12, col. 3) 

nessee Ernie Ford, to start in April 
in the 11-11:30 a.m. strip. 

According to an ABC TV research 
circular dated 8 March, the network 
claims its daytime has an average 



audience of 2.3 million homes, 10% 
more than CBS TV's 2.1 million. It 
also claims .83 women over 18 per 
set, 32% more than CBS TV's .63 
women. This gives it 1.9 million 
adult women, 44% ahead of the 
average audience for CBS TV of 1.3 
million. 



Advertisers 

Beech-Nut (Y&R) made a quick de- 
cision last week to sponsor the 
March and April Bob Hope specials 
over NBC TV. 

The bill to Beech-Nut for these 
co-sponsorships with TImex will run 
around $300,000. 

Most of this Beech-Nut money 
came from savings in NBC TV pre- 
emptions for public service events 
and other things. 

To P&G the ruling against its $30- 
million buy of Clorox by an FTC ex- 
aminer is "in essence an attack on 
competition itself." , 




CHARTING CHANGES In Cenfral America over fhe pasf 10 years, Terry Fleffrich (I), hosf- GLOBE TROTTERS Robert Sarnoff (r), 
ess of 'Midday' on WDSU-TV, New Orleans, is bade from an interview frip with her daughter NBC bd. chmn., and Alfred Stern, NBC En- 
Lo-Ann with material for a public service series of programs on the peoples' attitude to U.S. terprlses v. p., return from Near East tou.- 




SPOT STUDY — Dr. Sidney Roslow (I) pres. of Pulse, Avery Gibson (c), v.p. at H-R Repre- 
sentatives, and H-R pres. Frank Headley draft questionnaires for a qualitative study of the 
national spot radio audience. H-R was first rep to underwrite the study which starts this month 
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The issue is now headed for a vote 
of the FTC commissioners. 

Two of the points made by the 
examiner in his finding: 

1) P&G had a tremendous advan- 
'tage over Clorox's competitors in 

economic strength and advertising 
land promotional experience, and 
'weight which would give Clorox fur- 
■ ther dominance in the bleach mar- 
ket. 

2) P&G's superior ability to com- 
mand consumer acceptance for its 
product and retain valuable shelf 
space in grocery stores because of 
this financial and advertising 
strength and experience. 

Another FTC examiner last week 



ruled against Brillo's acquisition of 
a competitive wool firm, Williams 
Co., of London, Ohio, for $600,000. 

General Motors' Harrison Radiator 
division saluted St. Patrick's Day 
with a schedule of 825 Irish spot an- 
nouncements. 

All regular commercials in Harri- 
son's current spot radio campaign 
were held in favor of Irish tunes 
sung by tenor Dennis Day. 

The regular campaign, boosting 
car air-conditioning, started in Jan- 
uary and runs through June in 99 
markets. D. P. Brother, Detroit, is 
the agency. 



Other campaigns: Shoppers Markets 
(Enyart & Rose Advertising) has 
placed an alternating spot schedule 
on nine Los Angeles radio stations 
on a saturating plan . . . Gibson Re- 
frigerator Sales Corp. will sponsor 
"Queen For A Day" and "Yours for 
a Song" during the peak spring-sum- 
mer selling season . . . Eastern Air- 
lines has 84 special minute capsule 
"Flight Facts" reports per week on 
WNAC, Boston. Fletcher Richards, 
Calkins and Holden is the agency 
. . . Lanolin Plus is using ABC TV 
and NBC TV nighttime for its "Wash 
'n' Tint" color shampoo. 

PEOPLE ON THE MOVE: Thomas C. 



BANK AT BAT— For 5th contract for Cubs games between WGN, 
Chicago, and Oalc Parle Federal Savings S Loan. Seated, (I to r): 
John P. Domeler, banic pres., announcer Jack Quinlln, John L. 
Domeier, exec. v. p. Standing (I to r) are Jack Brickhouse, WGN 
sports mgr., Ward Quaal, stn. exec. v. p., Charles Gates, stn. mgr. 





EASY-DOES-IT physical fitness program is the way they keep the 
'brass' polished at WNBC-TV, New York. Dir. John Hills sets the 
pace as department heads shape up before a staff meeting 
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WADING THROUGH the 5,000 letters from listeners in response 
to Martha Deane's offer of tickets to a preview of MGM's 'Light 
in the Plana' is one of the film company's busy secretaries 
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Law, Jr. and Sam N. Gardner to vice 
presidents and Charles E. Thwaite, 
Jr. to director at Coca-Cola . . . Ed- 
gar W. Nelson to the newly-created 
post of vice president of marketing 
at Lehn & Fink Products Corp. . . . 
Roy Musselwhite to director of mar- 
keting at Magic Chef. 

Agencies 



Joining the coloring book craze, 
sparked by the now-best-selling "Ex- 
ecutive Coloring Book" is Dallas' 
youngest station, KVIL. 

The book is an off-beat departure 
from the road customarily taken in 
wooing the affections of time buyers. 
The brainchild of president John J. 
Coyle, it takes a good-natured rib at 
buyers and station personnel alike. 

The new coloring book will be 
marketed to other stations for use as 
a promotion piece. 

Agency appointments: American Ex- 
press ($1,000,400) to Ogiivy, Benson & 
Mather from Benton & Bowles . . . 
Reddi-Wip ($500,000-$750,000) to Mc- 
Cann-Erickson, Los Angeles from 
Kenyon & Eckhardt . . . Eire Forge 
& Steel, Continental Rubber, Cham- 
pion Dish Washing Machine, Auto- 
mation Devices to Dix & Eaton, 
Cleveland . . . Purity Stores to Hoefer, 
Dieterich & Brown . . . U.S. Rubber 
to Fletcher Richards, Calkins and 
Holden for its textile advertising ac- 
count . . . Hampden-Harvard Brew- 
eries division, Drewry's Ltd. to Grace- 
man Advertising, Hartford for Hamp- 
den Beer and Ale . . . Garfield to 
Cummins, MacFail & Nutry, New 
Brunswick, for Seidlitz Powders . . . 
Kas Potato Chip Companies to Alien 
& Reynolds, Omaha . . . The farm 
and home products division of U.S. 
Industries to Roche, Rickerd & 
Cleary, Chicago, for all home prod- 
ucts advertising . . . Cluett, Peabody 
back to Y&R for its domestic adver- 
tising ($3 million) from L&N. 

New agency: Wortman, Smith and 
Gersten with offices at 345 Madison 
Avenue, New York. Principals are 
Elbert Wortman, for the past 30 



years head of Wortman, Barton & 
Russell, Mitchill L. Smith, product 
advertising manager at Block Drug, 
and Howard F. Gersten, assistant na- 
tional ad manager at Block. 

Credits Due: Kenyon & Eckhardt is 

the agency of record for Ford's spon- 
sorship of CBS TV's "Leonard Bern- 
stein & the N. Y. Philharmonic" and 
for Shell's buy of the "Young Peo- 
ple's Concert with Leonard Bern- 
stein." 

New v.p.'s: Lee Crooks to executive 
v.p. at Denman & Baker . . . Harry 
M. Taxin to First vice president and 
director at Co-ordinated Marketing 
. . . Alva C. Cuddeback and Leslie H. 
Goldberg at Benton & Bowles . . . 
Fred Manley to v.p. and copy chief 
at Johnson & Lewis. 

PEOPLE ON THE MOVE: William H. 
Millard to president and George W. 
Stout to executive vice president of 
Applegate Advertising . . . Harry E. 
Warren, Jr. to the new post of broad- 
cast supervisor and Tobin C. Cariin 
to account supervisor at John W. 
Shaw . . . Larry Schwartz to the 
Americom Corp. from chairman of 
Wexton . . . Standish C. Marsh to 
account executive for Crown Zeller- 
bach at Doyle Dane Bernbach . . . 
Elissa Van Rosen to business man- 
ager of the broadcast production de- 
partment and Barbara Wetzel to as- 
sistant tv programing director on 
Colgate-Palmolive at Street & Finney 
. . . Julian C. Hodges to assistant 
advertising account executive at 
Doremus & Co. . . . Ruth Supiro to 
assistant media research supervisor 
at Kenyon & Eckhardt . . . Frank 
Grady to manager of the media re- 
lations department at Young & Rubi- 
cam, Chicago . . . W. Dewees Yeager, 
Jr. to account executive on the Best 
Foods division of Corn Products at 
Donahue & Coe ... Ed J. Sherwood 
to BBDO, Chicago as account Super- 
visor on the Pepsi-Cola General Bot- 
tlers account . . . Philip W. Morrow 
to assistant media supervisor at 
Needham, Louis & Brorby . . . James 
Lindsey to the research department 
of Hicks & Greist. 



Associations 

Believed the first venture of its kind 
by a state broadcasting association, 
the Georgia Assn. of Broadcasters is 
launching a series of sales seminars 
out in the field. 

Dr. David Schwartz, professor of 
marketing at Georgia State College 
and a partner in Sales Motivation 
Institute of Atlanta, will conduct 
five one-day workshops in Griffin, Al- 
bany, Baxley, Augusta and Canton. 

The workshops start today, 19 
March, and run through 23 March. 

The Assn. of Maximum Service Tele- 
casters will hold its annual mem- 
bership meeting in Chicago (Conrad 
Hilton Hotel) on 1 April, just prior 
to the start of the NAB Convention. 

High on the agenda: discussion of 
the all-channel receiver legislation 
and the problem of deintermixture. 

Some 100 members of the New York 
State Broadcasters Assn. gathered in 
Albany for the eighth annual meet- 
ing. 

The fol lowing officers were elected: 
President, Sam Slate (WCBS, New 
York), First v.p., Merl Galusha (WGY, 
WRGB-TV, Schenectady), Second v.p., 
R. Peter Straus (WMCA, New York). 

NAB president LeRoy Collins and 
Governor Nelson Rockefeller were 
guest speakers at the meeting. 

NAB president Collins also ad- 
dressed the annual Legislative Spring 
Meeting of the West Virginia Broad- 
casters Assn. 

Held 15-16 March in Washington, 
D. C, the meeting included a two- 
hour workshop. 

TV Stations 

Spot tv got its biggest boost in 1961 
from one of the newest users of the 
medium, Downy Fabric Softener. 

Introduced in 1960, the product 
used 240 stations in 157 markets dur- 
ing the fourth quarter of 1961 ac- 
cording to TvB-N. C. Rorabaugh re- 
ports. Gross time billings were $1,- 
380,640 last year. 

The six other brands using more 
than 200 stations during a single 
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quarter: Deluxe Reading toys, an- 
other newcomer; Duz; Post dry 
cereals; Tide; Pepto Bismol; Max- 
well House Instant coffee. 

WPRO-TV, Providence will present a 
two-part program of original drama 
by New England authors, winners in 
the station's playwriting contest to 
encourage non-established tv writers. 

The first play is set for 21 March 
(10-11 p.m.). It will be performed by 
local actors from drama groups In 
the area. 

First-prize winners in the contest 
were Diana Henstell, Boston, for "A 
Time for Darkness" and Vera Wat- 
son, East Providence, for "Tiger with 
Red Hair." 

Hat in the ring: Lionel Van Deerlin, 

news director of XETV, San Diego, 
is running for the Democratic Nomi- 
nation for Congress in the 37th Dis- 
trict. Primary elections will be held 
on 5 June. 

Financial report: Metromedia, Inc. 

reported net income for 1961 of 
$1,164,267 or 680 per share compared 
with $1,603,255 or 94^ per share in 
1960. Gross revenue for the year 
was $48,653,186 compared with $42,- 
598,179 in 1960. 

Tv debut: The Shenandoah Valley 
Advance Stores, a traditional news- 
paper advertiser, has diverted a size- 
able portion of Its ad budget into 
tv, using 12 spots a week on WSVA- 
TV, Harrisonburg. Results of this 
test campaign will determine future 
steps in tv. 

PEOPLE ON THE MOVE: Bob Martin 

to director of tv programing, opera- 
tions and promotion with the Arizona 
Broadcasting Network . . . Thoren 
J. Schroeck to the sales staff of 
KMOX-TV, St. Louis ... Ed Costello, 
sales manager of KOSA-TV, Amarlllo, 
to vice president and Southwest 
States, Inc. . . . James W. Phillips to 
promotion director at KING-TV, Seat- 
tle. 

Kudos: Robert Hyland, general man- 
ager of KMOX, St. Louis and vice 
president of CBS, is the recipient of 



one of the 1962 Distinguished Public 
Service Awards presented by the 
leading St. Louis Negro newspaper, 
the St. Louis Argus. 

Radio Stations 

A new program source has come into 
being for radio stations. 

Its called RTN Broadcast Features 
and its principals are Lud Richards, 
advertising and promotion manager 
for WBBM, Chicago, Sherril Taylor 
and Jory Nodland, of Taylor/ Nod- 
land Ltd. 

Capsule program features will by 
the mainstay of the new firm, with 
immediate plans Including flve-mln- 
ute shows featuring pianist Roger 
Williams and syndicated columnist 
Sydney J. Harris. 

RTN Broadcast Features will also 
work in the area of audience and 
sales promotion. 

Another new radio packaging firm is 
Selective Communications Corp., 
headed by Hendrik Booraem, former- 
ly radio-tv director of Ogiivy, Benson 
& Mather. 

First project will be "Business 
World," a weekly quarter hour of top 
business news stories and six 90- 
second features for scheduling 
throughout the week. 

The series is produced by Booraem 
and edited by Joseph Purtell, former 
business news editor of "Time" 
magazine. 

RAB president Kevin Sweeney at- 
tacked the 15% agency commission 
as primitive and inadequate to the 
problems of retailers anxious to use 
radio. 

It provides no incentive for the 
agency to handle the vast detail In- 
volved in the retail account, he told 
the Oregon Ad Club. Any major 
store using radio successfully should 
advertise between 1,000 and 2,000 
items annually, said Sweeney, sug- 
gesting the fee system as radio's 
best chance to re-coup the ad dol- 
lars now being diverted to other 
media. 

Ideas at work: To celebrate the first 
anniversary of the change in call 



letters from KFSD to KOGO, San 
Diego, the station invited the public 
to phone in greetings, which were 
recorded and played on the air. 
Those hearing their own voice and 
calling in within five minutes were 
awarded prizes . . . KDIA, San Fran- 
cisco-Oakland, is offering a 32-page 
article called "Negro Media — A Nat- 
ural Birth," which treats the devel- 
opment of ethnic radio and its po- 
sition . . . KMOX, St. Louis, presented 
an analytical documentary study of 
obscene literature, its causes and 
effects on the youth of St. Louis, 
called "Pages of Poison". . . Cur- 
rently being eyed with interest is the 
new "Music Spex" series on WNEW, 
New York, brainchild of program di- 
rector Mark Olds (see 5 March Spon- 
sor, p. 36). 

New Formats: WKNB, Hartford, In- 
augurated its new album music pro- 
graming on 12 March and changed 
its name to WRYM (to "rhyme" with 
its new sound) . . . KBIG, Avalon, 
starts today with "Contemporary 
Good Music" with commercials only 
on the quarter hour. The music is 
subdued jazz. In addition, the sta- 
tion Is offering three new rate cards 
— one for KBIG, one for sister sta- 
tion KBIQ (FM) and a third offering 
both stations at a single price. 

Happy birthday: To KLZ, Denver, 
celebrating 40 years on the air . . . 
WSAN, Allentown, celebrating 39 
years . . . KFEQ, St. Joseph, Mo., 
celebrating 39 years. 

Thisa 'n' data: Entries are now being 
excepted for the 1962 "Oscars" in 
Agriculture awards. Material used 
on the air between 1 Mardi 1961 
and 1 March 1962 should be mailed 
to Room 400, Blair Building, 645 N. 
Michigan, Chicago . . . WNAC, Bos- 
ton is distributing a new survey from 
Pulse showing its dominance In the 



RADIO STATION 

BOSTON— CLASS B FM Maximum power 
— stereo multiplex with all brand new 
RCA equip. Priced for immediate sale. 
Cash $75,000 or $50,000 and taVe over 
all liabilities. Contact Harvey Sheldon, 
LY 9-3557 or JE 1-8092 or write 23 
Central Ave., Lynn, Mass. Rm 710. 



SPONSOR • 19 MARCH 1962 



65 



market during the past year of new 
programing under the helm of pres- 
ident William M. McCormick. 

PEOPLE ON THE MOVE: Robie F. 
Shull to station manager at Kings 
Radio, Hanford, Calif. . . . Lu Bassett 
to account executive at WSAI, Cin- 
cinnati . . . Dick Ullman, Jr. to sales 
manager at KEWB, San Francisco 
. . . Chester S. Miller to treasurer of 
Pocono Broadcasting, Inc. . . . Jay 
Whalen to account executive at 
WHN, New York . . . Joel M. Thrope 
to commercial manager at WAKY, 
Louisville . . . Douglas Campbell to 
national sales manager at KABC, 
Los Angeles . . . Bill C. Baldwin to 
vice president and general manager 
of KIDA, Des Moines . . . W. W. 
Warren to president and general 
manager of Fisher's Blend Station, 
owner and operator of the KOMO 
stations in Seattle . . . Malcolm 
Morehouse to sales account execu- 
tive at KCBS, San Francisco . . . 
Dick Depoyan to the radio sales staff 
of KHJ, Los Angeles . . . Jerry Thomp- 
son to the sales staff of WKID, Ur- 
bana. III. . . . William R. Murray and 
Ross Felton to the sales staff of 
WWVA, Wheeling . . . Jerry S. Blum 
to general sales manager of WQXI, 
Atlanta. 

Kudos: WHK, Cleveland, was cited 
by the City Council on its 40th an- 
niversary . . . Tom Bigler, program 
director and news editor of WILK, 
Wilkes-Barre, got the Homer Pea- 
body Award from the Ad Club of 
Wilkes-Barre and Roy E. Morgan, ex- 
ecutive v.p., was named v. p. of the 
Family Service Assn. of America . . . 



A special service award was pre- 
sented by the weather bureau to 
WPJB (FM), Providence for "public 
service in the continuous project." 

Station Transactions 



KCUE (AM) Red Wing, Minn., went 
for $87,500 to Eldon Lum of North 
Dakota and George Brooks of Min- 
nesota. 

The seller was Hiawatha Broad- 
casting Company and Hamilton- 
Landis brokered the deal. 

KFBB-TV, Great Falls, Montana, was 
sold for $850,000. 

The new owner is Harriscope Tv 
Properties, Inc., Los Angeles-based 
distributor which also owns KTWO 
(AM & TV), Casper, Wyo. and KLFM, 
Long Beach, Calif. Burt I. Harris is 
president. 

The seller was KFBB Broadcasting 
Corp., headed by David E. Bright 
who's chairman of the board of H&B 
American Corp. 

Blackburn & Co. handled the 
transaction. 

KKIS, Pittsburg, Calif, was sold for 
$300,500 to Pace-Shear Radio, Inc. 

Kay Kis Corp. was the licensee. 
Its owned by the Kankakee Journal, 
which also owns WKAN, Kankakee, 
III., WRRR, Rockford, WQUA, Moline. 

Pace-Shear is headed by John 
Pace, previous manager of KDEO, 
San Diego and other stations, James 
Shear, Beaumont, Tex. oil man, and 
Bedford Pace, M.D., Beaumont der- 
matologist. 

Broker: Blackburn & Co. 



Power boost: KBTV, Denver, becomes 
the second tv station in the area to 
reach its maximum video power with 
an increase from 282 kw to 316 kw. 

Fm 



There's a new station in Pennsyl- 
vania and it's the result of five years 
of effort to get the outlet on the air. 

WXUR, Media, is operated by 
Brandywine-Main Line Radio, with 
Blayne Butcher the general man- 
ager who led the battle for approval. 

Complaints from Canada, WOR, 
New York, and WCBM, Baltimore on 
alleged interference on the selected 
frequency, zoning problems, and 
competitive filings for the same fre- 
quency all contributed to the five- 
year hold-up. 

The station, which plays "middle 
brow" music, is now on the air from 
5 p.m. to midnight but expects to 
expand the schedule when am broad- 
casts start. 

WPBS, Philadelphia, owned by "The 
Philadelphia Bulletin," claims its 
gimmick for international news gath- 
ering has given it a lead over other 
media, "particularly newspapers." 

The technique: the station moni- 
tors shortwave broadcasts, tapes 
them, and rebroadcasts the high- 
lights nightly on "Global Report." 

Local effort: The start of stereo 
broadcasting by WGEM, Quincy, III. 
is an "all-Quincy" story. Gates Ra- 
dio of Quincy manufactured the 
equipment. Motorola of Quincy 
builds adapters and receivers and 
WGEM is, of course, broadcasting 
from Quincy. 

Networks 



Network tv gross time billings rose 
9.7% in 1961, to $748,873,488 com- 
pared with $682,371,069 in 1960, ac- 
cording to TvB. 

Biggest billings increase was 
scored by ABC TV, up 20.2% to 
$190,615,140. NBC TV jumped 11.2% 
to $277,659,264 while CBS TV, still 
the biggest biller, rose 2.4% to 
$280,599,084. 



OUTSTANDIIXG EXCLUSIVE 
BROADCAST PROPERTIES 



This is a low fre([ucncy, lii<ilily success- 
ful full time properly in a pood mcdiuni 
market. Cash flow last >ear over $100,- 
000. All cash prire .S.SOO.OOO. 



MIDWEST 
$500,000 



BLACKBURIV & Company, Inc. 
i(Anio-TV-M':n.si> \i>i':it kkokkks 

Washington, I). C: KC/f lildg. Chirago: .133 ,V. Michigan Ave. 

Atlanta: Henley Hldg. lii-verly Hills: Calif. Hank lildg. 
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Gains in daytime were 18% over 
1960, totaling $248,781,844 for the 
three networks. Nighttime billings 
increased 6.1% to $500,091,644. 

The figures don't provide for hori- 
zontal contiguity rate structures but 
stating this year network billing es- 
timates by LNA-BAR will take into 
account these discounts. 

ABC Radio has sold its coverage of 
the 9 April Academy Awards to 
Scripto, via Mc-Cann-Marschalk. 

Scheduled from 10:30 p.m. to con- 
clusion, the radio side of event will 
be anchored by Joe Laitin. It's a 
completely separate feed, although 
ABC TV will be on the air at the 
same time with its coverage of the 
motion-picture world's big event of 
the year. 

Tv Tour: A special Nielsen analysis 
of "A Tour of the White House with 
Mrs. John F. Kennedy," carried by 
NBC TV and CBS TV on 14 February 
and by ABC TV on 18 February, re- 
vealed that 28.3 million homes saw 
the program for an average of 50 
minutes. A conservative figure of 
two viewers per home brings the au- 
dience estimate to over 56 million 
people, or more people than have 
visited the Presidential Mansion dur- 
ing its entire 162-year history. 

Sales: ABC's John Cameron Swayze 
news strip to Maremont Muffler divi- 
sion starting in April . . . CBS TV's 
Triple Crown — Kentucky Derby, 
Preakness and Belmont Stakes to 
Melnor industries . . . CBS TV's 
"Adam Fable" to Kaiser (Y&R) for 
next fall . . . CBS TV's "The Twen- 
tieth Century" to Prudential (Reach, 
McClinton) for the sixth consecutive 
year . . . NBC TV's "Ensign O'Toole" 
to L&M (J. Vi/alter Thompson), 
"Laramie" to Brown & Vi/illiamson 
(Bates), and "Dr. Kildare" to all this 
season's clients for next season. 

Kudos: Dr. Frank Stanton, CBS pres- 
ident, got the 1962 Gold Medal of 
the PTES "for outstanding achieve- 
ment in broadcasting" . . . ABC TV's 
"Ben Casey" has capped its first 
year with the Screen Producer's 



Guild Award as the best-produced 
show in tv . . . The Freedoms Foun- 
dation has awarded George Wash- 
ington Honor Medals to NBC TV's 
"Continental Classroom" and "The 
Catholic Hour" and NBC Radio's 
"Eternal Light" for "outstanding 
achievement in helping to bring 
about a better understanding of the 
American way of life." 

Representatives 



Dick O'Connell, who parted from his 
rep firm partnership with Ed Devney 
late last year, is back in the busi- 
ness, this time going it alone. 

So far he's lined up the following 
stations: the Sombrero Texas Group 
(consisting of KCOR. San Antonio, 
XELO, El Paso, KUNO, Corpus Chris- 
ti, KGBT, Harlingen, and XEK La- 
redo) and KGAK, Gallup, New Mex- 
ico. 

Larry Israel, president of TvAR, sent 
some words of advice to Nielsen, 
ARB, and Pulse which he thinks 
could well be heeded by the entire 
spot tv industry. 

Israel urged a reduction in the 
number of rating reports (some mar- 
kets have six or more annually) and 
the diversion of the money into more 
qualitative studies of audience pro- 
files such as exist in network tele- 
vision. 

Rep appointments: WSBC, Chicago 
to National Time Sales . . . The 
Lobster Network of eight stations in 
Maine to Weed Radio for national 
sales. 

PEOPLE ON THE MOVE: David N. 
Simmons to account executive in the 
New York office of the Weed Com- 
panies . . . Sandy Gasman to Radio 
T.V. Representatives. 

Film 



MCA TV has several off-network 
series for release to the syndication 
circuit. 

Sixty-seven hours of "Thriller" 
have already been sold to WPIX, New 
York, WGN-TV, Chicago, KTTV, Los 



Angeles, WWJ-TV, Detroit, WBEN- 
TV, Buffalo, KVOA-TV, Tucson, KSHO- 
TV, Las Vegas, KOOL-TV, Phoenix, 
and WPTA, Ft. Wayne. 

"Frontier Circus" (26 hours) have 
been pre-sold to WPIX, WPTA, KSHO- 
TV, and WBAP-TV, Ft. Worth. 

In addition, 167 half-hours of 
"Wells Fargo" will soon be available. 

The largest promotion budget in 
the film syndication division's his- 
tory ($250,000) will launch the new 
properties. 

Latest promotion to come out of 
Screen Gems is another contribution 
to the popular coloring-book craze. 

This one is for station managers 
and potential sponsors to tout the 
new Hanna-Barbera five-minute car- 
toon segments, "Wally Gator," "Tou- 
che Turtle" and "Lippy the Lion." 

Public Service 



Radio and tv stations all along the 
eastern seaboard deserve congratu- 
lations for the public service rend- 
ered during the early-March storms. 

Among the noteworthy situations: 
WAVY, Norfolk, Portsmouth, Newport 
News was flooded with over a foot 
of water, but newsman Jim Whipkey 
and others carried on. Forced to re- 
treat to desk tops, Whipkey covered 
the storm until the newsroom mike 
was knocked out of commission. He 
then moved to the second floor 
where temporary news headquarters 
were set up. 

A camera mounted on the studio 
roof, buffeted by high winds, pro- 
vided area viewers with a first hand 
visual report as the rising tide in- 
undated the low lands surrounding 
the studio. 

PEOPLE ON THE MOVE: KMOX, St. 
Louis, radio news director Rex Davis 
will assume additional duties as di- 
rector of news and public affairs and 
Steve Rowan, formerly night news 
editor, has been appointed assist- 
ant public affairs director . . . John 
Kulamer has been appointed public 
service director at KDKA, Pittsburgh. 
David J. Kelly will take his place as 
news director. ^ 
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WHAT ARE 
YOUR 

PHOTO 

REQUIREMENTS? 



iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 



' HADIBUTKNOWN" 

we show a piospccti\'e client 
just a few saiii|)les of our publicity 
pliotogra|)liy, he iiiorc-than-likely ex- 
rhiiiiis, "fladihutknowii!" This piiz/les 
us for a nioiiiciit but then he con- 
tinues, nodding with approval. "Such 
fine photos." he says, "such fair rates 
('did yon say only S---50 for 3 pic- 
tures, S6 each after that?') — and such 
wondeifid ser\'ice ('one-hour deli\'ery, 
you say?') — why, liad I but known 
about you 1 would ha\e called you 
long ago." Well, next thing he doe.s is 
set our name down (like Abou lien 
Adhem's) to lead all the rest of the 
photograpliers on his list. Soon, of 
course, he calls us for an assignment 
and from diere on in he gets to|) 
grade photos and we lia\'e another 
satisfied account. (Here are a few of 
them: .Association of iXational Adver- 
tisers — Ad\ertising Federation of 
Anierici — 15ristol-.Myers Co. — S. 
llurok — Lord S; Taylor — N'cw York 
I'in'lliarnionic — Seeing Eye — X'isit- 
ing Nurse Scr\ ice of Xew \'ork.) Why 
don't )oi( call now and have our rei> 
iesentati\'e show you a few samples 
of our work? 



u\f aonT^ radio 



p r- I — p »-' 



L, „- .J w w „ O 



/lAKERS 



agenc) field as a \ ire 
Xewell. and account 



J. Kenneth White has been appointed 
director of ad\ertising for Schick. White's 
experience includes group product maiia- 
iier at Colgatc-I'aimolive. «itli responsibil. 
ity for the marketing and ad\ertising: of 
the firm's slia\ing prei)arati()ns. l're\ ious 
to that. White \^as \ ice |)re?ident in charge 
of marketing, sales and ad\ertising for 
lion Ami. lies also been acti\e in the 
l)resi(lent and account sujjervisor at Lennen & 
man at McCaim-Krirkscm and The liiow Co. 



Mitchell Lipman, featured as one of the 
bright and upcoming \oung men in ad\er- 
tising in two sponsor articles I 16 Januar\ 
1960, page .54, and 12 February 1%2. 
l)age 60), has just been elected a \ ice 
l)resi(lent at Ted Rates. Lipman. manager 
of network relations in the ra(lio/t\ de- 
partment, has been \^ith Bates since 19.57. 
Previously, he was associated with XRC 
as manager of tv network sales de\elopment. 
reer with Rates as a research anal}st. jirior 
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Lipman began his ca- 
to his XRC afTilialion. 




Sidney Levin is the new \ice president 
and genera! manager of WKA1 . Miami. 
He joined the station in 1957 as an ac- 
count executive and has ser\ed successive- 
^ " l\ as program director, director of mer- 

mw'^^ chandising and sale? |)romotion, sales nian- 

^^^^J^ ^^^^ ager and assistant general manager. He 
^^^■fl'^^^l was formerly with WCMS. Washington. 

I). C. Serving under Le\ in as \'ice presi- 
dent in charge of jirograming \^iII be Ilill Smith, who has been pro- 
gram director at the station for the jjast four \ ears. 



■Illlliilillillliiilllillllliilllliilliillilliiiliiiillllliiiiillllililiillilllliililillililllliiiliilliiiilll^ 



BAKALAR-COSMO S. 
PHOTOGRAPHERS 

111 W. 56th St., N.Y.C. 19 
212 CI 6-3476 
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Joseph Herold, vice president and gen- 
eral manager of Alullins Hroadcasling Co.. 
Demer, has joined the Hawaiian Rroad- 
casting System. Ltd., Honolulu, as general 
manager. efrecti\'e 1 April. His extensive 
broadcasting i)ackgroun(l includes station 
manager at WOW-T\ . Omaha. t\ con- 
snltanl for Tnion Radio and Tele\ ision 
(CM I H-T\'). Havana, and t\ station plan- 
ning consultant for UCA. Herold is chairman of the Denxer Area 
Radio and Tv Stations and a member of tiie T\ Code Review Board. 
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frank talk to buyers of 
air media facilities 



The seller's viewpoint 



"JFe aiiil as bad as all that!" is the provocative llieme of frequent talks 
given before PTA, civic and business groups in the Minneapolis — St. Paul 
area by Howard JV. Coleman, promotion director for Time-Life's IVTCN 
( Am & Tv). Coleman is a Northwestern University graduate, a post- 
World War II graduate student (Trinity College, London), and has done 
doctoral work in mass communications at Michigan State University. He 
spent seven years with NBC Chicago, including a period as station man- 
ager for WMAQ. He has also worked for J. Walter Thompson. Chicago. 




Television is for entertainment 



■ acing these serious-niindetl groups isn t the gay lark 
it used to be — there wa? a time when the s;])okesinan for 
a station or network went forth to the Ki\vanis antl FTA 
wars with a sheaf of press releases, an inside tip on what 
tv celebrities are really like, and a few notes on "the old 
days of radio." 

But this simply isn't adequate: the vast wasteland is as 
familiar a subject in the parcnt-and-educator forums as 
the school luneh program and the bond issue; the impact 
of the quiz scandals has not been erased, public opinion 
polls to the contrary, and continuing hearings offer small 
hope of relief in the near future. 

This I want to underscore — I go to suburbia to sell 
the public on what television is in terms of the way the) 
use it ; not to speak in defense of what we do. but about 
what we do. 

I believe this is all-im])ortant. Pointing to oases in 
Commissioner Minow's wasteland is a device best kept 
within industry walls, even as political ])arties whoop it 
up with $100-a-plate rallies. 

To cite our new-found purity in terms of reducing the 
girls in Kitty's stable from five to two is s])ecious — a re- 
distribution of work-load that could well induce an in- 
vestigation by the LNRB! To say that we have "less vio- 
lence," "less killing." or that Elliot Ness has di\ersified to 
take on Hungarians as well as Italians, is hardly the kind 
of talk to inspire confidence in the hearts and minds of 
educators, Rotarians or mine-run taxpa)ing citizens. 

Then what can be said? An approach, guaranteed to 
stimulate the qucstion-and-answcr period, goes something 
like this: 

If you're a man, you \vork — person-to-]Derson contact, 
cancellations, unhappy customers. You aren t really look- 
ing for education when jou slump before the watching box! 

And if you're on the distaff side — home, the church 
bazaar, laundry, hot chocolate for the patrol boys — view- 



ing a lecture on relativity just doesn't appeal uhen you li\e 
in such close contact with all those relatives! 

What about the kids? The violence, and juvenile delin- 
quency, and fl>iug like Superman and the insistence on 
having lunch with tv's Uncle Louie instead of little 
brother? 

The kids work too, belic\e it or not — soaking up facts, 
reading, writing, listening, participating in social contacts 
with their ])eers that are far more trying and enervating 
than ) our kafFccklatching or lunching at Harr\'s \vith your 
])eers. 

Did you ever think that, e\ en a? )ou. it ma\ well be 
that the kids are entitled to a modicum of relaxation and 
esca])c? 

Personally. I've never subscribed to the idea that a Sun- 
da) school hand, made up of youngsters who alread) play 
in their school band on a regular basis, is an enriching ex- 
perience when it merely offers an opportunity to blow horn 
bix days a week instead of five. 

And — the ultimate in heresy — \\f never bought the con- 
cept of organized sports for lads of all ages as a \ital 
adjunct to school-administerixl physical education. ' 

Following the same reasoning, or blind prejudice if )ou 
will. 1 seriousl) (juestion whether it is the dut) of com- 
mercial tele\ ision to duplicate what the cliurch and the 
home and the school set out to do! 

\o\v try l/tal on )our piano, or better ^et on \ our next 
podium engagement or pitch before a client uho's doubt- 
ful of the medium! If you recei\ e the t)pe of res])onse 
1 ve had, you'll be amazed at the a\ enues of thinking 
opened up among groups who ha\ e set out to define "the 
problems of Iv and what ne can do about them." 

And, if jou're really ])ure of heart and daring in spirit, 
conclude h) answering the problem of controlling ^oung- 
sters' t\' view ing with the oft-quoted words of the late George 
S. Kaufman: "I'm bigger, and 1 own the bouse "! ^ 
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^ SPEAKS 

Do programs influence commercials? 

That was more tlian a small can of worms which Charles C. 
Barry opened up at the recent ANA television worksliop. 

The Young & Ruhicam senior v. p. presented his agency's 
findings that "there is no evidence that the type of program has 
any effect on commercial recall or sales points remembered." 

Loudest of the reactions to the Barry thesis came from 
Horace S. Sclnverin. pres. Schwerin Research, who issued a 
statement to the effect that his company's experience "cate- 
gorically refutes" the Y&R conclusions. 

Joining Schwerin in the attack were a number of experi- 
enced agency men who. for one reason or another, viewed the 
Barry position as the ranke?t kind of industry heresy. 

The type and mood of a jjrograni, and a commercial's posi- 
tioning within it, certainly do influence sales effectiveness, say 
these embattled specialists. 

Furthermore, they add jecringly, Y&R came up with this re- 
search only in order to justify its recommendations of s[)ot car- 
riers, and scatter plans to its clients. 

Well, we don't know about that. It seems a pretty snide and 
slanderous allegation to make against a fine agency. 

But we do believe that this whole ruckus illustrates a couple 
of things about advertising research which are all too often for- 
gotten by many of us in the industry. 

The first is that, in certain knotty research areas, there is 
just no such thing as "absolute truth." And it is absurd to 
expect that there ever will he. 

Human behavior and human reactions are compounded out 
of an infinite variety of individuals, and an equally infinite 
number of creative stinndi. 

We can never get absolute truth — from Y&R, from Schwerin 
or anybody else. We can only hope for broad, general guide- 
lines, any one of which can be upset by a particular circum- 
stance or circumstances. 

The other lesson to be learned from the Barry-Scliwerin 
fracas is this. Let's be careful about imputing self-seeking 
motives to any man or any company. Such tactics not only stir 
up needless ill-feeling; they becloud the real rpiestions and 
keep us from looking clearly at the real problems. ^ 
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lO-SECOND SPOTS 

There's no business like psychi- 
atry business: Jackie Gleason, who's 
read)iiig a new variety show for the 
fall, spoke to a castiiifr director who 
lias an inordinate desire for tlie com- 
pany of women. "It's terriljie," the 
casting director told Gleason. "Most 
men are interested in all sorts of 
things. Me, all 1 care about is girls. 
I make passes at them all day long 
and ehase tliem all night. Redheads, 
Mondes, hriinettes — it's been going 
on for years. I've been seeing a 
psychiatrist for the last six months. 

"Has he helped you?" asked Glea- 
son. 

"Not yet," sighed the casting direc- 
tor. "So far all he's done is copy 
down phone numbers." 

Religion: Johnnv Carson, on his 
ABC TV Who Do You Trust show, 
told about the network executive who 
took his young son to church for the 
first time. Leaving, he asked the boy 
how he Hked church. "The music 
was all right," the child answered. 
"But the FCC ought to do something 
about those long commercials." 

Astronauts: Henny Youngman 
claims that when Colonel John Glenn 
returned from his space trip, the sci- 
entists and engineers at Cape Canav- 
eral asked his advice as to how other 
astronauts should handle themselves 
during flight. Glenn said: "The 
whole secret is — don't look down." 

Advertease-ing: Bennett Cerf feels 
that advertising today needs more 
humor, and eites store signs he's seen 
which attracted his attention: "By 
popular demand, this store is under 
new management"; "The best dollar 
meal in town for three dollars"; 
"Our size four ladies' shoes are eom- 
fortable on five size feet"; "Don't 
Ashistle at any girl leaving this beauty 
shop — she may be \our grandmoth- 
er": "If our eggs were any fresher, 
they'd be insulting": "Get your cow- 
boy outfits at Hopalong's (Formerly 
Nussbaum's)": "We're giving this 
couiitr\ what it needs — a good five- 
cent bazaar"; In a Chicago "el" sta- 
tion: "Have a frankfurter and roll 
downstairs"; "Altercation Sale — 
partners splitting up"; and "Fat here 
once and you'll never eat an\ where 
else again." 
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SECRETS TOLD 



KRNT Radio has the largest audience in Des 
Moines and has had for a long, long time. 
The audience is predominantly adult. A new 
January 1962 study confirms other studies 
that KRNT is the most believable station 
here. Here's the way all this comes about: 

1. We feature one of the great news outfits 
in the nation. Every newscast on KRNT out- 
rates its competition by a country mile. 
We're rough, tough operators in the area of 
news. We have more reporters than some 
stations have total personnel! 

2. We feature highly publicized, highly 
trained, highly accepted adult personalities. 
We have the advantage that all our people 
are seen on our television station; radio 
listeners really "know" the person that goes 
with the voice. There are more widely 
known personalities on KRNT than on all 
other local radio stations combined. With 
listeners, clients, and rating men, we're the 
station with the most popular, professional 
and persuasive personalities . . . again and 
again and again. 

3. We feature music with melody. Old 

ones, new ones, golden records (million 
sellers), albums, pops, classical ... all 
chosen with great care by a man who cares, 
programmed with care by people who care 
. . . introduced with understanding by peo- 
ple who care. In the area of music we've 
got a song in our heart. 



4. We feature service to the community. 
Last year we broadcast some 12,000 
announcements for eleemosynary organiza- 
tions and 500 program hours. We spent 
countless hours meeting with committees, 
writing their copy, counseling them. We 
touch lots of lives this way. We're kind and 
gentle people In this area of operation. 

5. We publicize and advertise our activi- 
ties, our people, our aims and aspirations. 
In this area we make no little plans and we 
carry through what we start. People here- 
abouts know everything about all we do. 

We honestly believe that it is a great 
opportunity to be able to advertise a good 
product on this station. We've been in 
business long enough (26 years) for any 
test of fire. We know now without doubt 
that advertisers don't test us ... we test 
them. We test their product appeal, the 
copy they use, their prices, their merchan- 
dising setup. 

If you have a good product, good copy, honest 
dealings, and fair prices, you can get rich 
advertising on this great station. 
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people are funny! 

(they can laugh at themselves day or night) 

"People Are Funny" has had them laughing at themselves for seven years — 
all through the program's network run. During that time, it racked up one of the 
most enviable records in nighttime television. A 37.4 average audience share! 
■ Out of these laugh- paced seven years, comes a made-to-order series for your 
local daytime strips. NBC Films makes available the 150 laughing-est "People 
Are Funny" shows. And as a first-run daytime program! ■ What could be better? 
Quiz-game, audience participation and personality shows are today's odds-on 



daytime favorites. That's just what "People Are Funny" 
is — all rolled into one. Latch on. Let NBC Films show 
you exactly how it fits into your programming needs. 
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